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No. 8813-R. Borkit set of 13 Speedbor “88” wood bits with 14” power 
drill shank and Irwin’s exclusive hollow ground point for up to 5 times 
faster boring. Durable and colorful red Duran plastic borkit adds extra 


irwin Bit Sets Sell Big 


Step-up unit sales by dollars more 
with these Irwin quality 62T and 
Speedbor “88” wood bit sets. 

Easily sell the advantages of buying 
nationally advertised and precision-made 
Irwin wood bits. Easily sell the conven- 
ience of handling and storing. Easily sell 
the popular size ranges and pride of 
ownership offered by these attractively 
packaged and modestly priced units. 

Remember, too, that Irwin bit sets make 
colorful and inviting displays in your 
store, build extra spot purchases. Irwin bit 
sets sell big as all-occasion gifts for home 


craftsmen, professional woodworkers and 
industrial arts students. 

Hardware and building supply dealers 
are selling more Irwin wood bit sets than 
ever before .. . and stepping-up unit sales 
by dollars more. Be sure you are getting 
your share of this growing market. Check 
your Irwin bit stocks. Order from your 
Irwin wholesaler today. 


IRWIN 


every bit as good as the name 


THE IRWIN AUGER BIT COMPANY, AT WILMINGTON, OHIO, USA, SINCE 1885 
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and storing. Irwin Borkit sets also available in 4 and 6 bit assortments and 
molded plastic case. Be sure to stock ail of these Irwin best sellers. 


IRWIN DM SET: 13 highly polished 62T 
solid center hand brace bits in attractive 
and durable hardwood chest. Wood speci- 
ally selected and rubbed for extra beauty. 
Irwin patented spring steel clips ho!d bits 
firmly in place. Comes in colorful gift box. 
Also available in hardwood chest and bor- 

it roll assortments of 6, 10 and 13 bits. 
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Guaranteed by 

Good Housekeeping 
4 * 


Good products for over 40 years . .. free and effec- —_ 
tive selling aids... consistent national advertising... 

the GOOD HOUSEKEEPING Guaranty...ALL THESE, 

AND MANY MORE GOOD REASONS why you, ne 
too, should get behind the DURO-PLASTIC line! “POPULAR 


CURD *Not the Brothers Four... Not the Ritz Brothers | MECHANICS 
avs or the 3 Stooges and Snow White... it’s The 

3 Freemans and One Gelb! POPULAR 

SCIENCE 


THE WOODHILL cuemicat corPorATiON SE 


i390 EAST 34th STREET- CLEVELAND 14, OHIO 











WHEN IT COMES TO LOCKS... 


YALE MAKES IT AN OPEN-AND-SHUT CASE! 


Yale locks and hardware offer a 
double benefit: A completely re- 
designed line, all new over the past 
six years, combined with the old- 
est, most reliable name in locks 
and hardware. 

In addition, Yale makes the broad- 
est line of locks and hardware any- 
where in the world. And its name 
(an aid to security in itself!) is 
known the world over. Millions of 
doors in homes, schools, factories, 


institutions and hotels have been 
secured by Yale locks ever since 
Linus Yale invented the pin- 
tumbler lock in 1868. Each year, 
Yale issues over fifty million keys, 
which secure full lines of door 
locksets, panic exit devices, pad- 
locks, locker locks, auxiliary locks 
and cabinet locks. Yale also manu- 
factures the most complete line of 
door closers in the world. 

For further information on the Yale 


line of locks and hardware, write 
us direct or see your Yale & Towne 
Distributor. Be sure to ask about 
the Yale Special listed below. 
Product of The Yale & Towne 
Manufacturing Company, Yale 
Lock & Hardware Division, White 
Plains, New York. 


YALE & TOWNE 


YALE —REG. U.S. PAT. OFF 
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bas BR5284 Bedroom 


Replacement business is big busi- 
ness! Yale's complete line of 5200- 
Series Key-in-Knob Locksets brings a 
real chance for profitable replace- 
ment business for you. Do-it- 
yourselfers will be happy to rent your 
Yale® installation tools. Remember, the 
security and reliability of Yale lock- 
sets are their biggest selling points. 
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Full line of Yale’ residential key-in-knob locksets 
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Want more facts? Circle 101, p. 97 
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Sales pressure at see level 


All across the country, retailers are 
using this dramatic Nicholson (or 
Black Diamond) file display to boost 
file turnover and to improve sales in 
other hardware lines. 

Each Nicholson or Black Diamond 
file is plastic-skin packed with a 
bright orange card showing file name 
(there are six types), recommended 
uses (there are many uses around the 


Nicholson File Company, Providence 1, Rhode Island - Files - Rotary Burs « Hacksaw 
Ground Flat Stock 


and Band Saw Blades Hole Saws 
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home that people don’t know about) 
and price (modest enough to stimu- 
late impulse buying). The whole dis- 
play takes little space and adds an 
attractive pattern of color to your 
pegboard or counter. The display 
unit is yours without charge with the 
48-file assortment. 

Try this sales-maker, sales-starter 
in your store today. Call your 


Industrial Hammers 
Want more facts? Circle 102, p. 97 
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Nicholson or Black Diamond whole- 
Saler right now. 


Hondles designed and made by the Danielson 
Manufacturing Company—a Nicholson subsidiary. 


NICHOLSON 
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Editorial 


by W. A. Phair 


Atlantic City impressions . . . 


These notes are being written in Atlantic City. The hotel] lobbies 
here are all dotted by little knots of people talking about the hardware 
business. This is the big, annual meeting of hardware wholesalers 
and manufacturers. 


There are no dealers at this meeting. That is, dealers are not here 
in person. But I can assure you that the dealers of the nation are 
very much here in spirit. Practically all the planning being done here, 
is being done with dealers in mind. All the discussions of new ideas 
are being undertaken against a background of dealer need and 
acceptance. The independent store operator is the keystone of this 
big hardware industry and his needs and interests color all the con- 
versations at this meeting. 


It would be most interesting if all of us could sit in on each discus- 
sion that is taking place here at Atlantic City, to gage the temper 
of the meeting and to get some clues of the shape of things to come. 


It is not possible for every reader to be here and listen in on every 
conversation. But you can, through the eyes and ears of the four 
Hardware Age editors who are working here, get a pretty good idea 
of the stream of ideas that are flowing through this meeting place. 


In this issue you will find detailed reports of the formal talks pre- 
sented at the sessions. I urge every dealer to read these articles care- 
fully. Each one of you is a part of this meeting. What is said and 
being done here has an important bearing on your future. You can- 
not stay aloof from the other parts of your industry. These reports 
may well give you some valuable ideas about things you should be 
thinking about right now. 


Supplementing these formal reports, we would like to give you in 
these pages some informal impressions we have about this meeting. 
We all realize that there are some folks who attend this meeting for 
social reasons; to enjoy the seashore air, to meet old friends. At 
one time, this meeting appeared to be attended largely for these 
social reasons. 


But, over the past 10 years there has been a subtle, but definite 
change in the atmosphere. Today, this is a working meeting. There 
is a certain urgency, an undefined pressure behind many conversa- 
tions. You can feel the intense interest in learning about new ideas, 
new approaches to running a wholesale business. 


It was once said that the most unpopular man at this meeting was 
the man who came down with a new idea. This is certainly not true 


today. The man with a new idea, or who is experimenting with some 
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Editorial 


continued 


new techniques, is sought out and carefully questioned. The goad 


of declining profits has indeed been an effective spur for many firms 
here. 


Perhaps one of the best indications of this changed attitude is the 
frequency with which conversations get around to discussing “dealer 
merchandising programs” and “voluntary chains.” Everyone here by 
no means agrees that the key to a profitable future is through develop- 
ment of dealer merchandising programs. On the other hand there are 
many here who are exponents of this technique. The result is a 
thorough examination of the pros and cons of this idea. 


Thinking retail . . . 


Another strong impression we have of this meeting, is that more 
and more wholesalers are “thinking retail’ in their planning. This 
is, in my opinion, a very healthy sign. No wholesaler has ever been 
completely blind to the needs of his dealer customers; he couldn’t 
stay in business, if he was. But too often this element was given a 
secondary role. Today, however, we find it a key factor in the plan- 
ning of more and more distributors. 


This growing realization of the interdependence of dealer-whole- 
saler and manufacturer is leading to a much firmer foundation for 
the activities of all members of this important triangle. This could 
be the key to better profits for all of us. 


One gets the impression here that “thinking retail’ is developing 
at a faster rate among wholesalers than among manufacturers. This 
could be the clue to the difficulties many manufacturers are having in 
maintaining their profit structure. 


The discount houses are also here in spirit, but not in person. It is 
most interesting to observe that as time passes and experience is 
gained, the discount threat grows smaller and smaller. Let us not be 
misunderstood. No one here is laughing off the discounter. Rather, 
more and more people are pricking the publicity balloon that has in 
the past hidden the real character of the discount house and its opera- 
t ws. The thought has been expressed here that some manufacturers 
may be using the discounters to cover up weaknesses in the manu- 
facturers’ sales and merchandising policies. 


The final measurement, it is pointed out, must be by the figures 
that appear on a company’s profit and loss statement. Some of the 
firms: with very loose distribution policies do not have too much to 
talk about yet, when it comes to the profit and loss sheet. 


Another strong impression this meeting has made on us is the 
growing number of young men taking key roles in the discussions. 
These men are free of the shackles of custom. They are anxious and 
willing to consider new concepts. They are interested in making a 
profit and they believe they can do it. 


Yet, these young men are not blind to the value of the counsel of 
some of the old timers who are also here. This blending of the exper- 
ience and wisdom of the older men, with the pioneering spirit of young 
men, is one of the most encouraging developments that we can report 
to you from this important meeting. 
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Do you sell 
AETNA 
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When you do your customers get a cord that’s OG Guaranteed by ~ 
really tough. You build your reputation for re Housekeeping 
quality. Your customers get clean cord. You 

and your customers get two guarantees with 
AETNA—Samson’s and Good Housekeeping’s 

— easier selling, plus the satisfaction of know- 

ing you’re doing the right thing. So put 

AETNA in your ‘‘want book” today. 


Samson Cordage Works 


Manufacturers of world famous Spot Cord® 


BOSTON 10, MASS. 
Want more facts? Circle 104, p. 97 
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WASHINGTON 


A SUMMARY OF EVENTS THAT WILL AFFECT YOUR BUSINESS 


Look before you lease... 


If you lease space to sell hardware in a store covered by new mini- 
mum wage laws, your department will be covered automatically. 
Even though your unit may be exempt under other tests, such as 
volume of business or gross sales, you must obey wage-and-hour 
laws if the leasing store is covered. The Labor Dept. has ruled 
that leased departments selling under a common trade name as 
part of an integrated business unit do not qualify as separate 
retail outlets. In order to stay exempt, you must be separated 
from other units both in location and function. 


Some reductions in price OK... 


The Federal Trade Commission has ruled that it may be legal for 
a supplier to offer certain price cuts to dealers, provided the 
lower price is arranged to meet competition. It means suppliers 
may cut prices to keep you from buying through other suppliers 
who offer lower prices, but may not reduce prices to lure your 
business away from competitors. FTC still is unsure how far 
prices may be cut before they become “unreasonably low” and 
therefore illegal, so don’t look for a rash of price reductions 
right away. 


Labeling seen for imports ... 


Imported hardware may soon have to be clearly labeled to show 
the country of origin. Such a law, already passed by the House, 
is due for early Senate action in January. The measure would re- 
quire hardware importers to put labels on all items that are re- 
packaged after being shipped to this country in bulk lots. Such 
things as boxes ‘of nails, drill bits, hammers and other tools made 
overseas would have to carry a label telling where the merchan- 
dise came from. Relabeling would add to importers’ costs and 
would mean higher prices on imports. It also will add to customer 
awareness of imports. 


"Blue law" sticks ... 


The Supreme Court has refused to reconsider its ruling of last 
May which upheld Pennsylvania’s controversial “blue law.’ The 
high court turned down several petitions for reversal filed by 
three discount houses and five other merchants in Pennsylvania. 
When the Supreme Court upheld the blue laws in May, it hinted 
it might reconsider if sufficient evidence of religious bias could 
be shown. Apparently there was not enough this time. 
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¥ built “t+ heovy-duty 
bross locking lever. 
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(Brass Case) $3.25 
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WW" case. Strong, 

. dependable. Patented 
protection against 
jarring open. 

No. 4 ; 
(Brass Case) $2.25 In the “Secret Service” series, Master craftsmen bring together 
the two most famous principles of lock-making: 


1. Laminated case construction . . . recognized as the world’s 
most powerful. 


2. Brass cylinder, pin-tumbler locking mechanism . . . acknow- 
ledged superior security. 


=z 
~” 
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For the finest in padlock protection — offer your customers a 
Master “Secret Service” lock . . . no greater security at any price. 


Ask your wholesaler 


OTHER OUTSTANDING “SECRET SERVICE’ FEATURES: 


No. 7 >, a & | a * Tough, hardened steel shackle... 
«$1.25 Retail ' ~ 1 | super strength. 
IL, compact. / ) = oo * Extra heavy solid brass locking lever. 
pal yet oe | \ : | ¢ © Cadmium rustproofing throughout. 
ximum protection ’ — Me 
: Me 8 ‘ \ a * individually boxed . . . a colorful selling 
ao 


display. 
(Brass Case $1.75 ® Available with 11.” to 21/2” shackles. . 


$3.00 retail per dozen extra. 
' * Master-keyed .. . $8.40 retail per dozen 
extra. 
WE % ter YET lo cks s * Keyed-alike . . . no additional charge. 
* 9” attached chains . . . $3.00 retail per 


Nationally Advertised in Saturday Evening Post, Look, dozen extra. 
Life, Popular Mechanics, Farm Journal, Outdoor Life. 


Master Jock Company, Milwaukee 45, Wis. « “World. 2 Largest Padlock Manufacturers 


Want more facts? Circle 105, p. 97 
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HARDWARE BUSINESS 


OuTIOOK 


TRENDS AND FACTS TO HELP YOU PLAN FOR THE FUTURE 


Home building outlook is brighter .. . 


Scattered signs point to improved conditions in the home building 
industry. According to a recent Wall Street Journal survey of 500 
home builders, no general home sales pattern is evident. But on a 
nation-wide basis, three out of five of the builders surveyed report 
an accelerated sales pace. Factors credited are growing consumer 
confidence, a plentiful supply of mortgage money, the impact of 
the new Federal housing law which eased terms for government- 
insured mortgages, and stepped-up promotional efforts. 


Appliance sales, prices heading up .. . 


Appliance sales are heading up and it looks like their price tags 
will follow. Several major white goods makers have slated price 
increases of 3 to 5 percent for early 1962. Both across the board 
and selected increases are planned, but its not yet clear how much 
of the increases will be passed on to consumers. The industry’s 
long-depressed prices and rising costs are reasons cited for the 
boosts. In contrast, there are several other equally ranked appli- 
ance manufacturers who have no immediate plans to up prices. 
Result could be further intensified competition next year, and 
bears watching for a more clearer clue to final outcome. 


As autos go, so goes the economy... 


Economists are keeping close tab on the auto industry for their 
next big clue to the future pattern of business. General feeling is 
that heavy consumer buying of 1962 models would be the start of 
expected consumer splurge, setting the stage for near-boom busi- 
ness next year. Picture is still clouded somewhat by possible labor 
difficulties within the industry. But initial consumer reaction to 
the new models is highly encouraging. Sales of the new models 
in the first 10-day period since introductions topped sales in the 
like period for every previous year—a new record. 


Fishing equipment: A growing market. . . 


Look for more emphasis on fishing equipment in sporting goods 
promotions. The fishing bug has lured more than two million new 
participants in recent years, and alert dealers plan to cash in on 
this expanding market. During 1960 there were more than 12 mil- 
lion anglers, age 12 and over, who fished regularly. Each spent 
about $106, or a total of $2.7 billion on equipment and services. 
Statistics indicate the number of fisherman will continue to grow. 
Clue to promotion: Female participation increased 2 percent since 
1955, now accounts for 28 percent of all anglers. 

... Turn to page 174 for more news of How’s the Hardware Business 
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LET SOUTHERN HELP YOU 
SOLVE YOUR 
FASTENER PROFIT PUZZLE 


The man who says he isn’t making money on fasteners, isn’t stock the full line of profit-producing Southern fasteners. Call 

handling Southern Screws. Profit-wise dealers everywhere your Southern Screw distributor today for your copies of 

order and re-order Southern — the quality fasteners packed Southern’s new ACTUAL SIZE CHART for MACHINE SCREWS 

in durable, soil-resistant, dark green boxes bearing Southern’s "4 TAPPING SCREWS. Available — free — only through 

copyrighted “EZ to Co.” labels. Southern Screw distributors — your profit-partner in the 
fastener field. Sold through leading wholesale distributors. 

For a stand-out line that won't gather dust on your shelves, Warehouses: New York + Chicago + Dallas + Los Angeles. | 





Wood Screws ‘ Stove Bolts . Machine Screws & Nuts . Tapping Screws . Carriage Bolts . Wood Drive Screws 


ATTRACTIVE, > SPECIALISTS USA-MADE 
DURABLE = _—FOR QUALITY 
SOIL-PROOF BOXES \\ 15 YEARS. [- , FASTENERS 


A 


YEAR 'ROUND  S  PRE-SOLD-TO PG |! WIDE RANGE 
CONSUMER YOUR OF ITEMS. 
ADVERTISED \———-CUSTOMERS.(_ SIZES. FINISHES 


STOCKED BY BACKED. BY SALES AIDS” 
WIDE- AWAKE HARD HITTING FOR 
DEALERS TRADE ADS Sy, DEALERS 


FREE n TIME SAVING EZ'to. > Bull Pig 
SHOP HELPS “>. LABEL GS proeir 
FOR CUSTOMERS ( SYSTEM FOR You 


Want more facts? Circle 106, p. 97 
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MERA SING 


A REPORT TO HELP YOU MAKE BETTER LONG RANGE PLANS 


SPRING OF '62 LOOKS PROSPEROUS. Many dealers consider much bolder plans 
for buying and promoting outdoor lines because of recent trade 
currents. A recent major survey in the garden supply market drew 
this conclusion: "Business next Spring? Up!" One of top power 
mower makers feels it can "safely predict a 20% sales increase, 
based on initial carload orders for the 1962 line." These senti- 
ments echo general reaction of most outdoor-goods' buyers at 
recent National Hardware Show. 














THE SPOTLIGHT IS ON DOWNTOWN LOCATIONS. Real estate experts see strong 
pressures on in-town landlords from burgeoning shopping centers. 
Enough Main St. business has been wooed away to improve the deals 
available in metropolitan locations. Right now, many store man- 
agers claim they're getting 20-25% reductions in rent downtown as 
leases expire. In Cleveland, it's said, rents are down 10% per 
front foot. Many landlords offer large cash allowances for refur- 
bishing. This trend, combined with heavy urban renewal projects, 
may lure many dealers back to center city from high-priced, high- 
pressure locations. 



































IF YOU'RE TEMPTED TO TRY RENTALS, BETTER GET MOVING! A trend toward 
specialists in this field is taking hold. It may blot you out of 
picture if you wait too long to get established. A famous car 
rental chain is going ahead with plans for nationwide chain of 
rental stores. Another firm, Nebraska-based, now has 315 such 
Stores operating nationwide. This is now a $100 million a year 
business, and just warming up. Top items being considered by 
rental specialists hit you right in the money-basket: Garden 
tools, vacation needs, and all home maintenance equipment. 
































DISCOUNT DEALINGS GET A SERIOUS SECOND LOOK FROM GROWING NUMBER OF MAN- 
UFACTURERS. Some are alarmed, some disenchanted, some contented 
with the sales curve. But as more suppliers become critical, 
you'll be the. winner. Why? Former fast-pay discounters are run- 

-.ming 90-days behind paying their bills. Privately-owned discount 
chains are being forced. to "go public" to raise working capital. 
some who have gone public, aren't paying dividends. Danger signals 
abound. The rosy picture darkens. Some manufacturers learn it's 
better to have several hundred dealers buying small lots at full 


price than one big discounter buying carload lots at discounts 
that hurt. 
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SPRING SEAT BUILDS 
STURDY LEGS! 
Spring seat lets child bounce up 
and down in sheer pleasure, 
strengthening leg muscles all 
the while! 














SOFT SAFETY BUMPERS 
ON WHEELS! 
Plastic bumpers will not damage 
walis or furniture, protect tot 
by absorbing shock! 











SAFE... UNTIPPABLE! 


Thanks to Evans design with 
low center of gravity and wide- 
spread front wheels, Baby 
Scoota doesn't tip over! 


STURDY TUBULAR STEEL 
CONSTRUCTION! 
Built rugged, of sturdy steel 
tubing to take the ‘‘hard 
knocks” of daily play. Will out- 


last other baby vehicles, thanks 
to sturdy construction. 














Pad 


You'll love the way these low-cost Evans Baby 
Scootas come in little packages for BIG 
PROFITS! Compact cartons take 
up little space, make colorful dis- 
plays. The Baby Scoota is a hot 
seller—a natural for economy- 
minded young parents. It’s a fast- 
turnover specialty for high-volume 
profits! ORDER TODAY .. . wheel 
goods for every demand 
FROM EVANS! 


Hallmark of Quality Products 


PRODUCTS 
COMPANY 


Permanent Showroom, 


1107 Broadway, NYC CONSUMER DIVISION 


WRITE FOR FREE CATALOGS ON EVANS BICYCLES! VELOCIPEDES! WAGONS! SCOOTERS! OTHER WHEEL GOODS SPECIALITIES! 
Want more facts? Circle 107, p. 97 
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( Advertisement) 


IS THE HARDWARE BUSINESS DOOMED? 


This sounds like an insane question. Due to the rise of discount houses, it is being asked by people who do 
not know the hardware business. Even some hardware people are trying to talk themselves into a panic. A 
review of past and current history will be found invaluable in foreseeing the future. 


A few generations back the mail order catalog appeared as an irresistible threat to every retail merchant. 
When the storm cleared the retail merchant was still with us, but the tail wagged the dog. Today most of 
the business of the big mail order catalog houses comes from the retail stores they established. 


In the immediate past, and still with us, are the cut price hardware chains. Some of them still feature cut 
prices, but the smart ones are now advertising hardware in terms of what it will do for the buyer. The cut price 
hardware chain simply aped practices that were successful in the grocery and the drug business, But, they 
overlooked this FUNDAMENTAL DIFFERENCE: Grocery and drug products are essentially fast repeating 
sellers that are used up and need regular replacement. Most hardware products last for years. When you sell 
a hardware product without profit, you are eliminating the buyer as a prospect for the profitable sale of that 
product for many years to come. Do you consider this a sound business practice? 


It is time that dealers affiliated with cut price chains should wake up. They say there would be very few 
strikes if union leaders had to give up their salaries when their members were out on strike. The cut price 
wholesaler does not give up his regular margin when he asks his dealers to sell a product without profit. 
The smart chain sponsoring wholesalers see to it that their dealers make a living profit on every product 
they sell. 


There is another fundamental consideration. Wantedness for a product must first be created before any 
sale is possible. Once this essential element is created by your advertisement or sales talk, the sale is already 
made without mentioning prices. To ask anything less than a fair markup is one reason why some dealers 
are forced out of business. 


The big new question now before us is the discount house. For equal service rendered, his overhead is 
just as high as yours. You say—yes—but he has cut out a lot of services to cut his overhead. He may not 
give credit or time payments—he may not service the product he sells or carry spare parts—he may not 
deliver—he may even eliminate clerks that help the buyer make purchases, etc., etc. 


This discount racket is a fad which is bound to pass because the American public continues to demand more 
and more service and they expect to pay for it. The weakest link in the chain, however, is lack of profits 


for the discount house. One large chain has their stock on the market and THEY HAVE NEVER PAID A 
DIVIDEND. 


All of these competitive problems—past-present-and-future—revolve about one thing: your cost for the 
merchandise you sell. If your merchandise costs were as low as those of the mail order chains—the cut 
price chains—and the discounters—none of them would have a Chinaman’s chance in competing with you. 
This is exactly what your wholesaler can and will do for you. 


Before enlarging on this subject, it is essential that every one of you read the “Battle Cry of the Hardware 
Wholesaler” written by Mr. N. F. Luekens, president of The Geo. Worthington Co., Cleveland. It appeared 
on p. 80 of the Sept. 21 issue of HARDWARE AGE. 


You are going to be in a battle, but it is worthwhile. Every age has rewarded fighters. Theodore Roosevelt 
said the highest type of man civilization has produced is a fighting man. Rewards for the fighting spirit 
are not limited to the battlefield. You and | know that business is a continuous battle. You are licked if 
you ever lie down. The Hardware Industry is not going to lie down—they are going to win. As a result, busi- 
ness conditions will be better in the Hardware Industry than they have been for many generations. 


First of all, | want to tell you some things you may not realize about this winning hardware team you are 
on. Your team—wholesalers and dealers—represents the strongest—the most efficient and the most 
responsible (money) merchandise distributing system that exists in this country today. You have a proud 
tradition behind you. In early colonial days there were no grocery stores, no clothing merchants, no lumber 
yards (food—clothing—and shelter). The people grew their own food, spun and wove the wool from their 
sheep, cut logs for their cabins. Without the assistance of a hardware man to supply the necessary tools 
they would have been helpless. The hardware dealer came first. 


It should be realized that the public interest must come first. Without the services of the wholesaler-dealer 
distribution in the hardware field, the public would have to pay more because the cost of distribution would 


be higher. The old saying, “He profiteth most who serveth best,” is your guarantee of an ample reward 
for your efficient services. 


Want more facts? Circle 108, p. 97 
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NOW TO GET DOWN TO BRASS TACKS. Mr. Luekens’ article tells of the disgust of 
the man who paid $100 for a suit and a few days later found the same identical suit 
in the same store offered for $75. How was this possible? It was because the clothing 
merchant had sold enough of his $100 suits to pay his overhead. He figured anything 
more he could get out of that lot of suits was pure velvet. 


Doesn't this remind you of the legitimate hardware trade who for generations have been 
paying $100 for merchandise that cost the mail order chain — the cut price chain — and 
now the discounter, $75? Things are going to change fast and for the better. We quote 
from the Battle Cry we asked you to read: “LEGITIMATE HARDWARE WHOLESALERS 
HAVE NO INTENTION OF CONTINUING TO BEAR ALL THE OVERHEAD AND 
SALES COSTS OF MANUFACTURERS WHOSE POLICIES PLACE THEIR INDEPEND- 
ENT DEALERS AT EVEN THE SLIGHTEST DISADVANTAGE.” 


Wholesalers have unsuccessfully tried to apply this principle in the past. They were up against a stone 
wall when the manufacturer said such sales policies were essential to the success of his business—period! 


Thanks to the Wrap-On Company, buyers can now PROVE to manufacturers that PLAYING THE GAME 
SQUARE IS THE SURE WAY TO MAKE MONEY. We do not sell to mail order chains—cut price chains 
—or discount houses. We do not sell cooperatives. We make no private brand merchandise. “THE SQUARE 
DEAL PAYS BIG DIVIDENDS” and “PROFIT IS A BY-PRODUCT OF SERVICE” are the two guiding 
principles of our business. Our first consideration in dealing with our customers is to be sure they are satisfied 
and to be sure they make a legitimate profit on every Wrap-On product they sell. We have a no-time-limit 
free replacement guarantee, and we advertise the fact any dealer or wholesaler can return obsolete, slow 
moving, or shopworn products of our manufacture in exchange for equal list price value of any other 
product we make. We even stand the return shipping charges to the trade. These crazy business principles 
have made me a millionaire. 


Let’s consider how our business principles work out in practice. A few years back | broadcast information 
to the trade we would not continue to sell firms who continued to cut our established prices or our trade 
discounts. The unbelievable miracle to the trade was not that we had such a policy, but that when we 
announced we were going to do something, WE DID IT. 


A cut price hardware account continued to advertise cut prices on Wrap-On products after repeated warnings. 
We simply wrote them and withdrew wholesale discounts. We thereby lost $25,000.00 annual volume of 
sales—OR DID WE? Within a few months this loss was replaced by at least $150,000.00 of new business 
from fine ethical hardware wholesalers we had been unable to sell in the past. This is only a beginning as our 
substantial business continues to skyrocket. OUR GAIN SO FAR THIS YEAR IS 81.4%. 


Here is cash evidence the wholesale buyer can now offer to the doubting supplier THAT THE ONE SURE 
WAY TO PUT HIS BUSINESS ON EASY STREET IS TO ADOPT A SOUND ETHICAL BUSINESS POLICY 
AND TO STICK TO IT. 


There are often humorous turns to business problems. The above mentioned cut price wholesaler took 
great pride in advertising at retail, through his stores, well known branded products at a price that competing, 
independent hardware stores had to pay their wholesaler for the same goods. Naturally, ethical wholesalers 
threw out these lines whenever lines backed by a sound business policy were available. This has practically 
ruined our competitors as a comparison of financial reports will show. Here is the pay off. In the October 
issue of one of the hardware papers, ONE OF THE PRINCIPALS OF THIS HARDWARE ACCOUNT IS 
COMPLAINING ABOUT DISCOUNT HOUSE COMPETITION. Forgetting the matter of poetic justice, 
| seem to recall a quotation, “They who live by the sword shall die by the sword.” Had this firm adver- 
tised hardware in terms of performance rather than in terms of price, they would have created a wantedness 
for the products—they would have made more sales and their dealers would have made a profit. 


All of this discussion is a lengthy preamble to the meat of what | have to say. You dealers working alone 
will never change manufacturers’ policies no matter how much you may gripe. You do not swing enough 
weight in the form of individual orders and that is the only language most manufacturers understand. There 
are few manufacturers of hardware products who could even stay in business without the support of the 
legitimate hardware trade. Wholesalers will be able to “talk turkey” to manufacturers if you give them 
ALL of your business. You may think it means nothing if you divert part of your business to peddlers who 
take up so much of your time. This is not true. It was a lot of little leaks that sank the battleship. You 
will make more money by sticking to your retailing and depending on your wholesaler for ALL of your 
— Don’t forget you are in a battle for survival which the hardware trade will surely win if they stick 
together. 


To paraphrase a roadside slogan: GIVE ALL OF YOUR BUSINESS TO STRONG WHOLESALERS—THE 
BUSINESS LIFE YOU SAVE MAY BE YOUR OWN. 
by TOM RUSSELL, PRESIDENT 


This article does not appear through editorial courtesy. It cost the Wrap-On Company the regular advertising rate of $1200. It should not be 
called an advertisement because it does not describe or try to sell you a single product we make. It is run as a small token of appreciation of the 
business we have received from the legitimate hardware trade which has made me a rich man. 


WRAP-ON COMPANY 3#si:41 w. superior sT., CHICAGO 10, ILLINOIS 


Folded copies of this ad on light stock for economical mailing are available in any quantity free. 
Want more facts? Circle 108, p. 97 
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RELY ON 











) “hetnbuckt.: 


for TOP QUALITY 


IN EVERY DETAIL 


MERCHANDISERS de- 
signed to assure high 
turnover. Up-To-The- 
Minute packaging for 
self-service mass mer- 
chandizing is one of 
many reasons for the 
growing demand for 
urnbuckles’ hardware 
and bright wire goods. 








Casy rerforated 


board fixtures . . . com- 
plete line of 149 popular 
consumer-tested self-lock- 
ing fixtures for both %” 
and 4%” board. 


SLyl- 


ILLUSTRATED CATALOG AND PRICES UPON 


s¢ 
es S « ; 5 
ned ww © ws ES 


Products sold through leading wholesalers 





T1-1\1-i0le) 4a — 


N ORPORATED 


MICHIGAN CITY, INDIANA 
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... You'll find it at SECURITY. 





Because Security is concerned about YOUR success 


paOveCT YOUR. “WE HELP ALL THOSE WHO HELP THEMSELVES 


: HOME with oe 
an We help you promote your name and service . . . identify with top 
quality storm door hardware products in widely read media... 


by sharing our cooperative advertising funds for Catalogs, Direct 





Mail, Newspaper advertising, TV and Radio programming, signs, 


banners, demonstrators, and displays. 


SPECIAL MEMO TO ALL SECURITY WHOLESALERS... 


Let us mail out a Free Door Prize, with due credit to you, for any 
new store opening whose business you secure. Simply mail us the 


name and address ... we'll take care of the rest. 


SECURITY 








Re, 
gee 


World’s Largest Manufacturer of Storm and Screen Door Hardware 
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THE 
TURNOVER 
RATE IS 
GREAT! 


| po fast turnover at a good profit 
what we are all in business for? If 
you are not doing what you should in 
your Plumbing Department — consider 
Sterling’s “Diamonds for Dealers” 
Plumbing Brass Fittings! 

No dust collectors these! The design 
catches your customers’ eyes — the 


advanced construction sells them 
every time! And what about profit 
margin? You’ll be pleased! Do this: 
Send for a copy of our descriptive 
folder — or call your nearest supplier 
.. . he’s the man who can put you 
in the Plumbing Brass Business at 
a profit. 


S 


’ 


A ia 
}} ; a 
. 


we} 


as 


“Where Quality is Produced in Quantity” 


Folder 


STERLING 


FAUCET COMPANY 


MORGANTOWN WEST VIRGINIA 


STERLING MAKES ALL THESE PLUMBING BRASS ITEMS 


Lavatory Drains Escutcheons 
Lawn Faucets {Sillcocks) Extension Tubes 
Flexible Supplies 
“J"" Bends 
Lavatory Legs & Towel Bars 
, Chrome Plated Brass 
spre g sige Traps 
P.O. Plugs 
Repair Connection Couplings 
Shower Curtain Rods 
Sink Strainers & Tailpieces 


Want more facts? Circle 111, p. 97 
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Sink or Tray Plugs 
Supply Pipe Parts 
Supply Stops 
Threaded Tubes 
Waste Bends & Tees 
Waste Twin Elbows 
Check Valves 
Compression Stops 
Gas & Steam Stops 
Gate Valves 

Globe Valves 
Ground Key Stops 





You can trust the products...made by Swan 


This is a close-up of Pressure Master - - 
the hose with the built-in muscles take a ioox 


at the strongest reinforced vinyl garden hose ever made. It’s new Swan 
Pressure Master with 500-pound burst strength! (That’s more than ten times 
normal house pressure.) This super strength comes from special vinyl com- 
pounds reinforced with extra heavy nylon truck tire cord. Pressure Master is a 
premium-quality garden hose, yet it sells at a popular price. And it’s just one 
of many fast-selling new items in the big Swan line for 62. See your dis- 
tributor for full details. Nation- 


ally advertised in LIFE and 
BETTER HOMES & GARDENS! | 
Swan Rubber Co., Bucyrus, Ohio. 
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Write for our new catalog showing our Com- 
plete Line and a wide choice of free sales aids. 


WILL 
HE 


BUY 


ig 
IN 


YOUR 
STORE? 


Every month, over 10 million hardware 
customers—ycurs among them—read 
the Channellock sales story.in Satur- 
day Evening Post, Popular Mechanics, 
Popular Science and Mechanix Illus- 
trated. 


Every year, hundreds of thousands of 
these hardware customers buy Chan- 
nellock Pliers. 


They'll buy them from you if you stock 
them, display them, put them up 
front. And be sure you sell genuine 
Channellock Pliers with the trade 
mark on the handle. 


Made only by Champion DeArment 
Tool Co., Meadville, Pennsylvania. 
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Read how hardware dealer turns 
"these Big Ticket items 6 times per year- 
does $12,000 annual volume 


If your customers still have to go elsewhere to buy Berger Transits and Levels, 
you’re missing a big profit pay-off. The people who buy their tools and building 
supphes from you—builders, contractors, maintenance men, farmers, do-it-your- 
selfers—need surveying instruments—want Berger Instruments. Why not cash 
in, as so many others have, on these big ticket sales? Selling time, writing sales 
checks, wrapping and bookkeeping cost no more than for many “penny” items. 
And there’s no competition from discount and premium houses. 

Start with a few on a trial run. The investment is small; your dollar return 
is large, and you can choose from the complete nationally advertised Berger line. 
Fill in and mail this “big ticket” today to C. L. Berger & Sons, Ine., 

55 Williams St., Boston 19, Mass. for information and discounts. 


Address 























wy 


MASTER BUILDER CONVERTIBLE 
TRANSIT-LEVEL — Model 320 


22-power telescope; coated optics, 
3-ft. short focus. Horizontal circle and 
vertical are read to 5 min. Sliding 
bar-type level lock. $229.50* 


SPEED-A-LINER BUILDERS SERVICE TRANSIT-LEVEL 
TRANSI? -LEVEL—Model 200 Model 143 


18-power optical system. Horizontal 
circle; vertical are. Plate and tele- 
scope fine motion controls. Built-in 
sunshade. $112.50* 





Reinforced one-piece yoke frame. 12- 
power. Fine motion controls on horl- 
zontal circle and telescope. Telescope 
and plate vial. $99.95* 








HEAVY DUTY 12” DUMPY LEVEL 
Model 150 


24-power coated optics. Dust pro- 
tected horizontal circle and vernier 
reads to 5 min. Rugged, accurate cen- 
ter construction. $174.95* 


SPEED-A-LINER DUMPY LEVEL 
Model 190 


18-power internal focusing telescope. 
Circle reads in degrees. Bullt-in sun- 
shade. 4-serew fully enclosed, dust- 
proof leveling head. $69.95* 


SERVICE DUMPY LEVEL 
Model 110 


12-power. Horizontal circle reads in 
degrees. Micrometer tangent screw 
and clamp for ‘‘on target’’ pointing. 
Undersiung level vial. $59.95* 


THE BEST IN 


BERGER 


Engineering and Surveying Instruments... Since 1871 


— —_ va —— - — 


*Prices include stiff leg tripod, plumb bob and case—F.0.8. Factory 


al 
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Sink your 
teeth into 
real profits 
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BULL DOG assures you 

solid profits because the 

famous BULL DOG name 

gives you fast turnover. 

BULL DOG Tape delivers 

thoroughbred perform- 

ance ... sticks tight and 

stays tight. Provides per- 

fect electrical insulation. 

Dozens of other uses around shop and i. ate 

home build repeat sales. Complete line te 2 Pte Pp geal Sold only 
in smart packages that keep stock © EOS ae RaT TT ATH itil through verified 


fresh and new. wholesalers 








There's a BULL DOG TAPE for every purpose 
FRICTION ¢ RUBBER © PLASTIC 


cant BOOS 


Rw 


gull Dod 
Another quality product of 
BOSTON WOVEN HOSE & RUBBER COMPANY 


=f{e) x, ¥ @) a | DIV. OF AMERICAN BILTRITE RUBBER CO., INC. 


BOSTON 3, MASS. 
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-~ ged 
~ NEAR Sherman 
THAN promotions for 67 


SUPER 
SALESMAKER 


90% DEALER PROFIT 


SALES - 24 No. 33 WAVE KING 


lal Dealer Cost _ 35.40 

PACEMAKER MAKER Soe beser prot $25.40 

PLUS FREE FLOOR DISPLAY 

PROMOS SPECIA se sartngehngg limited sup- 
2 — No. 1000 TRAVELER... 


@ $49.95......... $ 99.90 H! Porton res SHOPPER 
3 — No. 2000 RAINGER. ... Sia: 


The Best Lawn Sprinkler Salesman There @ go795 $ 83.85 


ls! Puts anactualsprinkler demonstration Total Retail Value. . .$183.75 ae eR STOPPER 
100.00 ~~. 


right in your store. Simply fill with water Dealer Cost  ~ee 
and plug in... . really sells ROCK ’N RAINS. . 46% PROFIT... . .$83.75 Benepe) — FREE! New 2-Way coun: 
PLUS FREE FLOOR DISPLAY ee ter or wall display — 
(Offer expires Jan. 31, 1962) ». See” | it's a complete Lawn & 
os 3 Garden Nozzle and 
Hose Accessory De- 


plus these sizzlers! i 
LUXURY LAWN WAVE KING — SPRAY KING 1962 


Complete Home A Sizzler! Brand new A promotional nozzie 
Sprinkler Kit. Has in "62... has ex- — another Sizzier! CATALOG 
eee a Wi —_ coe Oe — .~ po 

: prin- o water erent control for fine mis 
kler and chrome shapes . . . new or long stream. It’s Sherman’s colorful 
SPRAY LOCK Lever modern design . . brand new in '62 and 


. a 
Nozzle, packed to- oscillating action. designed to sell! new Lawn & Garden 
gether in attractive ‘ An amazing low «= 


display box. , price... . 2 real Gai catalog now ready! 


Write for your copy! 


H.B. SHErman MANUFACTURING CO. / BATTLE CREEK, MICHIGAN 
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Selection of eye-catching Caster Card-Paks conforms to NRHA 
Turnover Handbook recommendations. New, decorative wheel 
colors—white, black, and clear—plus choice of 5 stem casters, 
4 plate casters, and nail-on glide fill 80% of your customers’ needs. 


eee ee eee eree 


Caster Card-Paks stand up or can be tiered Caster Card-Paks are designed to hang 
to make c display with customer appeal! sturdily from pegboard wall fixtures! 


Faultless Caster Corporation evansvitie7, indiana 


Branch Offices in principal cities of the U.S.; see the Yellow Pages of 
the telephone book under “Casters.” Canada: Stratford, Ontario 
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informative brochure 
on Caster Card-Pak is 
available from your 
local Wholesaler or 
from Faultless. 








Protective Cleeve 


Each Caster set is shipped to you in pro- 
tective, colorful sleeve that acts as a box! 


Faultless 
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Pegged for Profits 


NEW DISPLAY RACKS make Cortland Brand sizes can be displayed in plain sight for cus- 
Nails and Brads better sellers than ever before! tomers to see and serve themselves. Moreover, 
Designed for mounting on pegboard, these at- one glance tells you when it’s time to reorder. 
tractive wire racks can be placed at peak traffic Ask your wholesaler about the new rack assort- 
spots in your store .. . displayed with related ments of Cortland Nails and Brads now .. . 


items for increased total sales. 

Each Cortland Rack holds one 
carton of ten % lb. or ten % |b. 
nail or brad packages. All popular 


WICKWIRE 


Wire Screening @ 





or write us for latest Bulletin. 
Colorful Display Streamers .. . 
included free with each set 
of racks. 


BROTHERS, INC. Cortland, New York 


Wire Netting @ MHardwareCloth @ Stone Wire 
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Popular 
Turnover Items 


from 


SAFE 


Popular items? Turnover 
items? You bet they are! 

Here you have just a few 
of the fast-moving “Popular 
Turnovers”’...in quality SAFE 
hardware .. . all favorite low- 
investment, high-profit items. 

Remember, you can depend 
on SAFE for performance. Stock 
SAFE—and see! 














» + « you can count 
on SAFE for 








Flawless 


FINISH 














Prompt 
ELIVERY 


and 
Competitive 



































e A.A 7 — 
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SAFE PADLOCK and HARDWARE CoO. 
Subsidiary of THE AMERICAN HARDWARE CORPORATION 
LANCASTER, PENNSYLVANIA 
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| 7? ey  Exelusive 
Original Creations 
from the World’s s Largest 


WETITFTRET ROM MM Del tla p EEE oS 


Model 6TP-515: A Toshiba Original with unlimited 
gift sales appeal. Styled and sized like an official 
big league baseball. Can be utilized as a trophy 
showpiece or portable. 2” PM speaker. Ferrite core 
antenna. Complete with three bat pedestal, battery 


and earphone. Gift boxed. 











Low Priced Shirt-Pocket 

6 Transistor Portable 
Model 6P-15: A miracle valvel 6 transis- 
tors and one diode. Drift transistor locks 
in tuning and increases amplification. 
Two-tone Turquoise with Ivory, Red with 


Ivory. Radio Only 19.95 
Battery, earphone, case .. 2.50 


TOSHIBA DISTRIBUTORS SERVING THE HARDWARE TRADE 
ACE HARDWARE DEPOT BOSTWICK BRAWN CUTLER HARDWARE CO. = L. H. 


KURTZ CO. WEED Co. 
Dearborn, Michigan oledo, Ohio Waterloo, lowa Des Moines, lowa Buffalo, New York 


ALBANY — & IRON CO. CLARK HARDWARE CO. DRAKE HARDWARE CO. MILLER 


JACKSON WICHITA HARDWARE 
Albany, ‘ies Yor Nashville, Tenn Burlington, lowa Oklahoma City, Oklahoma Wichita Falls, Texas 


WALTER H. nl CORPUS CHRISTIE FAIRLANE DIST. PHILLIPS HOWRE. & ad co. 
Datias, Texas Corpus Christie, Texas Billings, Montana Anderson, aes 


BELKNAP HARDWARE & MFG. CO. CORPUS CHRIST! HARPER McINTIRE EDWARD K 
Louisville, Kentucky Corpus Christi, Texas Ottumwa, lowa Philadelphia, | -4- 


BLISH, MIZE & SILLMAN COTTER & CO. KNAPP & SPENCER VAN CAMP HARDWARE 
Atkinson, Kansas Chicago, Illinois Sioux City, lowa indianapolis, Indiana 


Want more facts? Circle 120, p. 97 


29.95 


2 Band 7 Transistor Models 
7TP-352S: AM/Short-Wave 


7TP-352M: AM/ Marine Band 
Both models feature push-button band 
controls, 2%" PM speaker, Ferrite core 
and external telescoping antennas. In 


Blue or Gray. Complete with battery, 
earphone and leather case. 39.95 


7 Transistor Hi-Fi 


Wall Radio Model 7TH-425 


A Toshiba original that revolu- 
tionized home radio design, No 
unsightly cords, wires or plugs. 
Two 3” PM speckers. Push-pull 
output. Gives up to 500 hours of 
reception on 4 “D” cell batteries. 
Black or White with Gold trim. 11” 
in diameter. Complete with bat- 
and mounting bracket. 
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THE NEXT 16 WORDS 
WILL CHANGE ALL YOUR OLD IDEAS 
ABOUT LAWN AND GARDEN HOSE PROMOTION: 





B.E-Goodrich announces 
a 1962 program that features 
famous Koroseal hose with 


nylon reintorcement 


at popular prices! 








Never before such a famous brand-name at so low a price. It sets the pace 
for BFG’s complete new line of rubber and plastic hose. New packaging, 
new: carton displays and special merchandising material to help you 
turn over more units for more profits! For full details, contact your dis- 
tributor or write: B.F.Goodrich Industrial Products Co., Akron 18, Ohio. 


B.EGoodrich 


a good name to erow with 








Went more facts? Circle 121, p. 97 





30 © HARDWARE AGE, November 2, 196] 





WOULD YOU LIKE THESE TOOL BRAGKETS FREE? 
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LL ee. | a | See 
...While increasing profits with quality Ames Tools 








HERE’S YOU ORDER #STB-60* VALJE YOU PAY 
Consisting of 60 Retail Value (tools) $212.67 $141.78 


HOW Sait olan haiti: Veiate Dealer Cost (brackets) 21.95 FREE 
and 10 Streater Too! Brackets Total Value $234.62 $141.78 


\ 








Free Association Approved tool brackets. Drop 
shipped, freight prepaid! Spring dating! Billed 
through Ames distributor of your choice! 


*STB-60 CONSISTS OF: W/ 4 10 Peg Board Adapters 


‘ 


Steel-Lite Shovels (803) 6 Dandelion Weeders (ADW) . t Y, 5 Fork & Shovel » y, 2 Hoe Brackets 
Bow Rakes (A14RB) 3 Floral Rakes (ATR8) \ Brackets ™ 
Floral Hoes (AFH5) 3 Garden Spades (AGSD) 
Floral Spades (AFGSD) 3 All Purpose Hoes (ASTO) 3 Rake Brackets 
Garden Hoes (AG6\4) 3 Speedy Cultivators (A3SC) <a . 
Floral Shovels (AFS3'4) 3 Warren Hoes (AW7) ee The Saturday Evening 
0 
5 
3 
2 


FE lissmeie Mella. \e: 


Turf Edgers (AFTSHD) 10 Peg Board Adapters — FREE _ > q 
Shovel & Fork Brackets — FREE jp 
Rake Brackets — FREE : 8 


Garden Rakes (A14C) 
Spading Forks (ATLDA) 
Floral Spades (AFGS) Hoe Brackets — FREE 


WWwWWwWwWwwWwaAWWow 


Oo. AMES CO. Parkersburg, w. va. 


Want more facts? Circle 122, p. 97 
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WRIGHT-BERNET “<7: BRUSHES 


“PROFIT-PAK” LINE 


HOUSEHOLD a3) 
BRUSHES | ; 
EVERY CLEANING NEED 
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No. 1150 PROFIT-PAK 
HOUSEHOLD BRUSH DISPLAY 


Each brush in poly bag, with prepriced header. 
NO SOILED MERCHANDISE — NO LOST PROFITS 


a 
No. 66 PROFIT-PAK No. 24 PROFIT-PAK 
STEEL WIRE BRUSH DISPLAY FLOOR BRUSH DISPLAY 











WRIGHT-BERNET, INC. DON'T FORGET — 
1524 Bender Ave., HAMILTON, OHIO vy} it's Brsshes /-""Wright-Bernet”’ 


Want more facts? Circle 123, p. 97 A 
32 © HARDWARE ACE, November 2, 196! Want more facts? Circle 124, p. 97 > 





Theres BIG 
VARIETY in 


Show € hn all... = 














MACKLANBURG DUNCAN CO 








vs 


Vina-Foam 


HOUSEHOLD 
WEATHER STRIP 


An all purpose weather strip made of 
tough, durable vinyl. Not harmed by 
weather, paint, sunlight, etc. Stays 
fiexible. Superior to rubber. Tacks 
anywhere. Now pack- 

aged in 17 ft. lengths 

with thumbtacks. 

Packed 12 to shipping 

carton. 


Also in 300 ft. roll dispenser. 


ie all for increased sales! 





WEATHER STRIP 


Completely packaged set contains sufficient 
Numetal strips and accessories for one door 
Available in bronze or stainless steel, with or 
without door bottom or with any M-D threshold 


Td |Nu-Koil 





WEATHER STRIP 


Combines lifetime aluminum with 
tough, vinyl bulb. Won't rust, corrode 
or tarnish. New display carton holds 





Combination 
™ | DRIP CAP AND 
DOOR BOTTOM 


In one unit, Style DCV com- 
bines extruded aluminum drip 
cap with vinyl air-baffles that 
stop drafts, dust, etc. 








EXTRUDED 


md ~| THRESHOLDS 
Popular AP-3% threshold has 
replaceable vinyl insert. One 


of 29 styles & sizes in Ala- 
crome, Anod. Albras or Brass. 





md_ On-GARD 
COIL WEATHER STRIP 


Comes in 8 widths in stainless 
steel or bronze 100’ rolls. Also i 
12 rolls 17° in display carton. a Eh Lil ig 


Pe ae 
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| md) DOOR BOTTOMS 


This Numetal door bottom, 
made of thick wool felt and 
heavy gauge stainless steel, 
brass or aluminum, in standard 
lengths 





md Vina-Seal 


GARAGE DOOR BOTTOM 
New vinyl strip for door bot- 
toms. Keeps garage dry and 
clean. Cushions door closing. 
Individually packaged for 8, 





md) Seal-o-Matic 


DOOR BOTTOM 


Raises and lowers automat- 
ically, where bottom must clear 
rug. Extruded aluminum with 
durable flexible vinyl bottom. 











9, 16 and 18 ft. doors. 
md 1j GARAGE DOOR 

WEATHER STRIP 
Seals all 4 sides of garage 
door to keep out rain, dust, 
etc. Extruded aluminum with 
durable vinyl strip. Packaged 
sets in Poly-tubing. 








MACKLANBURG-DUNCAN oR 
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md L| Mic WAY 


WEATHER STRIP 


The “original” coil metal and 
wool felt weather strip. Each 
17 ft. roll packaged with nails 
and instructions. Packed 12 
rolls in free display. 








24-17-ft. rolls of 
Nu-Koil. Also packed 
12 of 36 rolls to 
regular shipping 
carton. 





MN (ALK 


SPEED 
LOAD 


CALKING 
COMPOUND 


Loads come with or with- 
out plastic nozzle that can 
be clipped to different size 
openings. Also in hand 
squeeze tubes or % pint to 
55 gallon drums. 


GLAZING 


Compound 


imd) WNu-Glaze 
GLAZING COMPOUND 


Sets to rubber-like consist- 
ency. Clean, easy to han- 
dle. Use and recommend 
with complete confidence 
that it ‘stays put. 


DEALERS: ORDER DIRECT TODAY 
FOR PROMPT SHIPMENT! 














%, 


l o Sterling water softener salt 
products—steady selling busi- 
ness builders... all year round. 
Water softener owners buy salt regu- 
larly. Month-in, month-out, all year 
long. How to cash in on this dollar- 
building business? Easy. Feature the 
salt that’s sure to please your cus- 
tomers: Sterling. 

In the Sterling family of Brine Buttons, Brine Crys- 
tals, Brine Kubes, you'll find a product that regen- 
erates any softener speedily and efficiently. Keeps 
softeners working in peak condition, too. 

Let your customers know you carry Sterling. Use 
window displays and permanent in-store floor dis- 
plays. Advertise. And don’t forget to check local 
softener sales. Each one is a potential customer. 

There’s plenty of hard cash to be made from soften- 
ing water. Feature Sterling and you'll see what we mean. 








INTERNATIONAL 


CLARKS SUMMIT, 
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2d. Sterling Halite Melting 
Crystals—the ‘feading product 
to melt ice and snow. Here’s a 
red-hot seller for the cold months— 
Sterling Halite Melting Crystals. They 
meee make ice and snow disappear fast 
===. from sidewalks, steps, driveways and 
parking areas. Mighty handy to get a car going, too. 
Just scatter under rear wheels for instant traction. 

For top sales, build an eye-catching, one-ton mass 
display. 100 10-lb. bags, 40 25-lb. bags take only 
24” x 54” of floor space. 

Sterling is backing up your selling efforts with a 
hard-hitting billboard campaign. Over 1,400 posters 
will be used during 60 days of winter’s worst weather. 

The first winter storms will start a rush for this 
popular product. Stock Sterling Halite now! Comes in 
10-Ib. bags, 25-lb. bags (with carrying handle), 50-lb. 
and 100-lb. bags. Order today from District Office. 





+ MORE Ice 





SALT COMPANY 


PENNSYLVANIA 


DISTRICT OFFICES: BOSTON - BUFFALO - CHARLOTTE - CHICAGO - CINCINNATI - DETROIT - NEWARK - NEW ORLEANS - NEW YORK - PHILADELPHIA - PITTSBURGH - ST. LOUIS 
Want more facts? Circle 125, p. 97 A 
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In this issue: 


SPRINKLER 
WITH A BRAIN 
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World's Most 
Fabulous Traveler 


a 
AND MANY, MANY OTHER 
INTERESTING FEATURES 
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THE 
SPRINKLER 
WITH 

A BRAIN! 


Times itself! Oscillates! Shuts itself off! Just turn on the faucet and walk 
away. Melnor’s new No. 990 gives lawns exactly the right amount of 
watering, then shuts itself off when the job is done. No flooded lawns, no 
wasted water, no guesswork. And when you sell the Melnor No. 990, you’re 
actually making two sales in one—an oscillating sprinkler and an H:.Off* 
Water Timer. Coast to coast TV will send you the customers! 


* Patent Pending 





it may 
be 1962 
everywhere 
else... 

at Melnor 
ta 
1965! 


Skip a few years | 
with Melnor. Sell the 
products in 1962 that 
others might offer in 65. 
Sprinklers that think... 
sprinklers that roll 

on and on, go around 
corners, and cover huge 
areas! And look for an 
even bigger TV. 
campaign to top 
Melnor’s “Paar-ful” 
schedule in ’61. 








LOWE ST Climbs, turns corners, covers more ground! Here’s a sprinkler that really 
gets around—yet stays within the reach of almost every homeowner. It 


PRICED costs “% less than any other reel-type traveling sprinkler on the market! 
Melnor’s Roll ’n Reel* travels up to 200 feet, sprinkling all the way. It 


REEL TYPE waters huge, irregular shaped lawns automatically. Water pressure moves 
it along path of hose. Turns corners, goes up 10°-20° inclines with ease, 


TR AVELER winds hose neatly around reel, ready for next trip. And with optional 
e Shut-Off Valve, Roll ’n Reel shuts itself off when sprinkling is completed. 


NEW TWIST Another Melnor first! Here are the new Melnor Multi-fit cou- 
IN COUPLIN GS . lings and menders that fix any hose in seconds. Two sizes fit all 
e plastic and rubber hose—one for *%”, 4” and 12”, the other for 75", 

ME LN %” and %”. There’s no need for special tools, just cut, insert and 
OR twist. Multi-fit couplings are self-threading, and form a vise-like, 


MULTI FITS g leak-proof connection under the heaviest water pressure. And 
° they can be released in seconds for re-use over and over again. 


#* Patent Pending 














H20FF WATER TIMER 
MECHANIZES 

THIS COLUMN OF 
MELNOR SPRINKLERS! 


Automatic shut-off and water control for any sprinkler. Just 
attach Melnor’s remarkable Water Timer to the faucet, set 
the dial, and H2Off does the rest. It allows only the required 
‘ amount of water to flow through the sprinkler, then shuts it off 
automatically. 





The market for Water Timers is wide open. Everyone wants to 
save time, work and water — homeowners who already own 
sprinklers, and new customers, too. Here’s your chance to make 
the extra sale. A Water Timer is the perfect companion to any 
one of the fine Melnor Sprinklers shown here. 


Melnor’s famous Oscillating Sprinklers cover rectangular areas 
up to 2400 square feet with a penetrating spray that leaves no 
dry corners, no flooded areas, and no wet sidewalks. 


The amazing Turret Sprinkler not only waters long, narrow 
strips, but big rectangular and square areas as well. Just turn 
the turret spray selector for the desired shape. 


Melnor’s Pulsator waters narrow wedges or full 90 foot circles. 
A flip of the dial aims the spray to the area needed without 
wetting adjacent areas. 


The Square gives efficient sprinkling at a budget price. 


Melnor’s Revolving Sprinklers not only do a whirlwind watering 
job, but are among the best sprinkler values in today’s market. 


And Melnor’s New Pistol Hose Nozzle operates with one hand, 
turns on and off, adjusts with a flick of the thumb. 


EE BACK FOR FREE 
ONUS DEALS AND 
FAST MOVING LINE OF 
ARDEN ACCESSORIES! 
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WO “EARLY BIRD” SPECIALS 


No. 90 Assortment of Wave Sprinklers with 
Three Great Bonus Specials! 





(3) No. 525 Wave Sprinklers @ 5.95 ea.... 

(3) No. 610 Wave Sprinklers @ 7.95 ea. 

(3) No. 720 Wave Sprinklers @ 9.95 ea. 

(1) No. 880 Wave Sprinkler @ 12.95 ea. 

(1) No. 990 Wave Sprinkler @ 16.95 ea. 
with H,Off Water Timer 


FREE BONUS 


(1) No. 100 H,Off Water Timer @ 4.95 ea. 
(1) No. 650 Square Sprinkler @ 2.95 ea. 
(1) No. 950 Pulsator @ 7.95 ea. 


a ee wes ge ses ae 4 TOTAL RETAIL VALUE: 
co i | DEALER PROFIT: 56.43 


487 DEALER PROFIT! 


No. 92 Assortment of Specialty and Revolving 
Sprinklers with Meinor’s New H,Off Water Timer 
as a Free Bonus! 
RETAIL. 
VALUE 
_ (1) No. 810 Revolving Sprinkler @ 1.95 ea... 1.95 
(2) No. 860 Revolving Sprinklers @ 3.95 ea.. 7.90 
(2) No. 910 Revolving Sprinklers @ 5.95 ea. 11.90 
(2) No. 650 Square Sprinklers @ 2.95 ea... 5.90 
Tae Ae. OT B70 a> 7.95 


FREE BONUS 
= 100 H.Off Water Timer @ 4.95 ea...... 4.95 495 


TOTAL RETAIL: 40.55 
DEALER COST: 21.36 


DEALER PROFIT: 19.19 
(PROFIT! ; 





NEW BONUS ASSORTMENT OF 


SEE ’N SELL ACCESSORIES! 


No. 161S—68 individual pieces including 15 different items, with FREE 
3-sided counter display rack. 





Meinor’s See 'n Sell accessory line now in fast-moving, self-selling, full 
color skin-pack cards. This new assortment comes with a free 3-sided, 
revolving wire rack. 


TOTAL RETAIL VALUE: 70.56 
DEALER COST: 44.69 


DEALER PROFIT: 25.87 
Retail value of wire rack: $4.00 
ORDER NOW FROM YOUR MELNOR DISTRIBUTOR! @& 
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A report of the 
Atlantic City Convention 


the 67th annual convention of 


A Special Report 
By Hardware Age 


National Wholesale Hardware Association 


the SIst annual meeting of the 


National Assn. of Sheet Metal Distributors 


the 121st semi-annual convention of the 


American Hardware Manuiacturers Association 
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Atlantic City Convention 





Wholesalers Take Giant Step 


In Planning Better Sales Volume 


Survey on motivating salesmen announced at Atlantic City Convention as next 


step in setting up wholesalers’ program to increase sales. Younger 


executives emerge as dynamic factor in planning for future of wholesaling. 


Some time next year the basic work will be completed and the 
National Wholesale Hardware Assn. will be ready to consider its 
program for better profits from improved sales volume through 
helping dealers be better merchandisers and store managers. 

The start of a national survey among members was announced 
at the Atlantic City convention. Results of the survey are to be 
tabulated in December. Then, the Sales Motivation Committee is 
to organize a program to be presented to the executive board on 
how the 12,000 salesmen of wholesalers can aid their dealer cus- 
tomers get a bigger share of the consumer dollar. 

A preliminary report of the committee’s work was a highlight of 
the convention. This was a progress report on the overall program 
started at the 1960 convention, see HA, Nov. 3, 1960, pages 74 and 
77. Then the chairman announced plans for the national survey 
to start within 30 to 40 days. 

Another highlight of this Atlantic City convention was the 
emergence of the younger executive group. These younger execu- 
tives provided the program for one session. They won warm praise 
from their elders for their part in the program, and for the prom- 
ise indicated by their activities in forming the foundation of an 


effective wholesale hardware industry for the future. 


The convention was the 67th an- 
nual meeting of the NWHA, the 
12ist semi-annual meeting of the 
American Hardware Manufactur- 
ers Assn., and the 5lst annual 
meeting of the National Assn. of 
Sheet Metal Distributors. 

All associations elected new 
presidents. They are: 

NWHA — James P. Townley, 
president, Townley Metal & Hard- 
ware Co., Kansas City, Mo. Mr. 
Townley’s father was president 
from 1924-26, and this is the asso- 
ciation’s first father-son team as 
president. Mr. Townley succeeded 
Howard W. Price, executive vice- 
president, The Salt Lake Hard- 
ware Co., Salt Lake City, Utah. 
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AHMA—R. L. Waterman, vice- 
president, and manager Consumer 
Products Div., Corning Glass 
Works. He succeeded Paul C. 
Nicholson, Jr., president of Nichol- 
son File Co., Providence, R. I. 

NASMD—Noel E. Girard, presi- 
dent, Girard Steel Supply Co., St. 
Paul, Minn. He succeeded Robert 
W. Mason, president of Marathon 
Equipment & Supply, Ltd., To- 
ronto, Canada. 

The convention was off to an op- 
timistic outlook for the future, with 
the report of Thomas A. Fernley, 
Jr., NWHA managing director. 

Members of the executive board 
in session before the convention 
opened estimated sales in the first 


half of 1962 would be up 6 per- 
cent; sales for the last half of 1961 
would be up 2 percent. For 1961 
they estimated sales would be 
down 2 percent. 

The rise of the younger execu- 
tive group to a prime spot on the 
formal program follows some 
years of meeting during the con- 
vention for a breakfast session. 
The meetings were held for the 
Forty and Under group in NWHA 
and NASMD. 

This group had been discussing 
warehouse security measures, and 
also the motivation of salesmen. 
These topics were advanced from 
the breakfast meeting discussion 
area into the formal program. 

The opening session of NWHA 
was given over to this group. One 
address was on warehouse secu- 
rity. And there was a panel dis- 
cussion by four younger execu- 
tives on “How to Motivate Sales- 
men.” 

The discount store did not have 
a formal spot on the program, but 
this form of merchandising re- 
ceived attention in the President’s 
Address. 

“Why bring this up?” was the 
question posed by NWHA Pres. 
Howard W. Price in his discussion 
on the discount store. He con- 
tinued: 

“Because many manufacturers 
are courting the discount house as 
they would a noisy young woman 
who just came to town. Whether 
their intentions are serious, and 





whether they intend to settle down 
and marry the girl is not known. 
But, as always, philandering flirta- 
tions often lead to serious prob- 
lems—even divorce.” 

The convention opened Sunday, 
Oct. 22 with the President’s Re- 
ception, followed by the Central 
States Hardware Club dinner. 

The NWHA and the NASMD 
held separate sessions on Oct. 23. 

A joint session of all organiza- 
tions was held Oct. 24. Speakers 
from outside the industry were 
Clyde H. Wilkinson, president, air 
conditioning div., American Radia- 
tor & Standard Sanitary Corp., 
New York, on “The Development 
of Second Line Management,” and 
U. S. Senator John O. Pastore of 
Rhode Island. 

NWHA held its final session on 
Oct. 25. 

Andrew B. Young, Philadelphia 
attorney, reviewed the anti-trust 
laws. He spoke of the difficulties 
of manufacturers using their cost 
as a basis for discounts. He sug- 
gested that a functional discount 
was proper, and warned that man- 
ufacturers must be prepared to 
police such discounts, and that 
manufacturers must take care not 
to pare down functions performed 
by wholesalers too finely. 


A program is started 


The final item for the session 
was on the activities of the Com- 
mittee on Sales Motivation. This 
committee was established at the 
1960 convention as an association 
activity to “develop a long-term 
educational program to _ better 
train and motivate the 12,000 
wholesale salesmen.” 

Mr. Townley, committee chair- 
man, introduced the subject, point- 
ing out that tools are available for 
dealers to increase sales, that the 
wholesale salesman is an excellent 
channel for motivating dealers; 
that the problem centers on how to 
motivate the wholesaler salesmen. 

Reed Drummond, marketing con- 
sultant, had made a preliminary 
survey, among 12 NWHA menm- 
bers. He gave a preliminary re- 
port. Then Mr. Townley announced 
the next step—a survey among all 
NWHA members and a report by 
the committee to the NWHA exec- 
utive board on a program. 





A TRIBUTE 
to a former president 


The late John M. Townley 


by James P. Townley 

President 

National Wholesale Hardware 
Association 

and 

President 


Townley Metal & Hardware Co. 
Kansas City, Mo. 


As President Price has said, 
I am the second half of the first 
father-son combination to be 
president of this association. I 
have two little boys ages 6 and 
7. If I can sell one of these little 
fellows to be a hard working 
hardware man, maybe I can be 
the middleman of a grandfather- 
father-son combination. 

The hardware business has 
been good to us Townleys. We 
like it, and have a great deal 
of confidence in its future. 

My father was president of 
this association at the time : i 
his death in 1926. He was 49 
years old—a year younger than 
I am now. He died very suddenly 
from appendicitis. I am pleased 
to report that my appendix acted 
up a bit ahead of schedule and I 
had it taken out two years ago 
when I was in Stuttgart, Ark., 
for a duck shoot with some of our 
hardware fire arms compatriots. 

At the time of dad’s death I 
was 15 years old, a very impres- 
sionable age. I don’t remember 
whether I realized it before, but 
the day of his death and from 
then on I have realized how much 
I worshipped him and wanted 
to be like him. 

I remember how impressed I 
was that men like George Fern- 
ley and D. A. Merriman came 
to Kansas City all the way from 


PRESIDENT 1924-26 


the East to attend his funeral. 
I was equally impressed that his 
barber closed up his shop that 
afternoon so he could be present. 

Subconsciously, I guess I have 
followed in his footsteps. And 
today I have gone about as far 
as I can go. From now on I am 
on my own. 

Forgive the reminiscing. I 
am being too personal but some- 
how I sort of thought I owed it 
to him. I am going to finish out 
his term of office. And you know, 
from the peek I have given you 
behind my curtain, how much 
that is going to mean to me and 
how hard I will work to make 
“our” term of office a successful 
one. 

Beyond him, through him, and 
on down the line of presidents 
of this association into the mod- 
ern era of the John Stiles and 
Howard Prices there is a clear 
path of firm footsteps to follow. 

I hope that I can carry those 
steps on a little further with 
the same strength that has been 
shown in the past. Howard Price 
has done a tremendous job as our 
president the past two years. 

One minute I think to myself 
“how can I possibly follow a man 
so dedicated and fine as he is” 
and the next minute I realize 
what a lousy job of this I would 
do if I had not been working 
closely with him these past two 
years and had him as an imme- 
diate example to follow.. 

Howard, with mixed emotions 
I accept the gavel from you with 
a great deal of pride. I am going 
to lean heavily on you and Tom 
Fernley for guidance and help 
this coming year. 

Gentlemen — thank you all — 
from the bottom of my heart. 
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President's Address 





Pais 
gee ams 


by Howard W. Price 
President 


National Wholesale Hardware 


Association 

and 

Executive vice-president 

The Salt Lake Hardware Co. 
Salt Lake City, Utah 
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(Opposite page) These are the officers of the National 
Wholesale Hardware Assn., and members of the executive 
committee and advisory board who directed the 1961 con- 
vention. From left (standing): Thomas A. Fernley, Jr., 
managing director; R. Bruce Wall, secretary; Wm. Geo. 
Steltz, Jr., Supplee-Biddle-Steltz Co., executive committee; 
R. C. Lenfesty, Seattle Hardware Co., executive committee; 
W. W. French, Jr., Moore Handley Hardware Co., advisory 
board; Norman F. Luekens, Geo. Worthington Co., executive 
committee; John S. Stiles, Morley-Murphy Co., advisory 
board; John H. Mize, Blish, Mize & Silliman, Inc., advisory 
board; George T. Morse, Jr., Peden Iron & Steel Co., 
executive committee; David H. Stewart, D. H. Howden and 
Co., Ltd., executive committee; William D. Dearstyne, 
Albany Hardware & Iron Co., executive committee; Judge 
F. Anderson, American Wholesale Hardware Co., executive 
committee; and Robert W. Mason, Marathon Equipment & 
Supply, Ltd., vice-president. From left (seated): Joseph 
Orgill, Jr., Orgill Brothers & Co., executive committee; 
H. L. Thompson, Jr., Bostwick-Braun Co., vice-president; 
Howard W. Price, The Salt Lake Hardware Co., president; 
William A. Parker, Beck & Gregg Hardware Co., advisory 
board; James P. Townley, Townley Metal and Hardware 
Co., vice-mresident; Charles L. Hildreth, Emery-Waterhouse 
Co., advisory board; and George R. Bohrer, Farwell, Ozmun 
Kirk & Co., executive committee. 








“The current trend suggests that every- 
thing is now selling in the discount store 
or soon will be. We must make a careful 
appraisal of all this loud noise about a 
new system which presumably is going 


to make all manufacturers rich.” 


The trend is set, a revolution in retailing is under- 
way. This isn’t supposed to be limited to lower Man- 
hattan, New York City, but to every town’s Main 
Street. 

Everybody seems to be getting into the act, even 
the Five and Tens. Some of the larger department 
store chains are committing millions of dollars to the 
expansion of low-priced merchandising. 

There seems to be something captivating psycho- 
logically about what discounters can do. The com- 
ments are that there is no doubt that discounters 
bring prices down. Low overhead, high volume, fast 
turnover, streamlined operations, no fancy trimmings 
—all add up to good buys; in many cases unexcelled 
buys for the customer. 

Kiplinger magazine reports that the discounters 
have demonstrated how to get goods from the manu- 
facturer to the buyer rapidly, efficiently and with a 
minimum of expenditure. They predict that in 10 
years, discount stores may do 80 percent of the retail 
business. 

Sears Roebuck and Co. has adopted a new psycho- 
logical approach. They are now substantial national 
advertisers—this is something new. They have been 
telling the public that they earn less than 5¢ on each 
dollar sales. This is presumably for the purpose of 
suggesting to the consuming public that they are out- 
discounting the most proficient of the discounters. 

Five cents profit seems reasonable enough. But will 
the average consumer read the small print and fully 
appreciate they are talking about net earnings after 
taxes? 

This giant concern, the Scrooge of yesteryear is 
now again on the move, aggressively promoting the 
many services they offer to the consumers. Their 
efforts seemingly are to establish in the minds of the 
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public that they are the most respected and depend- 
able of the discounters. 

This is smart merchandising and is typical of the 
tremendous effort which is and which will continue to 
be made to mold and capture the minds of the public 
and typical of the effort being made to create an 
image that they sell for less. 


The current trend suggests that everything, but 
everything, either is now selling in the discount stores 
or soon will be. 

But we must make a careful appraisal of all this 
louder noise about a new system which presumably is 
going to make all manufacturers rich. 

Discounters are now admitting that they have troubles 
just like everybody. Discounters are now urging each 
other to re-evaluate the loss-leader concept. Increas- 
ingly bitter under selling cuts their effectiveness— 
and their profits. 

A vice-president of a large eastern discount firm 
operating several stores admitted that “In this day, 
there are many discounters popping up whom I’ve 
never heard of—whom customers have never heard of 
—whom customers don’t trust.” So, he says that most 
discounters must rely on nationally known brand 
names to give them prestige and reliability they 
themselves don’t have. 


No interest in the new products 


Most interesting isn’t it? 

Up to now there is no evidence that these super- 
efficient, fast turnover discounters are interested in 
advertising or promoting the sale of newly developed 
items. 

Instead, most things featured are by well-known 
manufacturers with widely advertised brand names. 
The items slaughtered are the proven models and 
numbers on which there is already a_ substantial 
market penetration. 


This market development was accomplished by the 
conventional retailers who are coming in for a full 
measure of criticism today—even with frequent ex- 
pressions of doubt as to whether they will survive. 

Discounters just don’t spend their time and money 
to effectively merchandise, advertise and demonstrate 
new items which are to be the volume selling items of 
tomorrow and which are being born out of manufac- 
turers’ efforts in research and development. 


And—what about the full functioning wholesalers? 
Let us not forget that it was they who introduced and 
assisted in the development of the market for these 
brand name items now being slaughtered. A good 
question is: Who gave brand name merchandise a 
start ? 


These super-efficient, high turnover artists are not 
likely to become service institutions for their respec- 
tive communities either by carrying a wide variety of 
colors, sizes, or diversity of inventory. 

I was impressed with Norm Luekens’ statement. He 
recently said, “The independent retailer who survived 
the ‘retail revolution’ in the early 1900’s and again 
in the 1920’s will survive the present one. Unless 
there is a strong corps of retail stores in every com- 
munity, there would be little use for a discount house. 
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They would have no retail prices to discount from.” 

Lee Waterman pointed out to the hardware retailers 
at Philadelphia that there are nearly 20 percent more 
hardware stores now than there were 20 years ago, 
doing more than four times as much business. He 
also stated that the independent retailer may not be 
large, and he may not make a lot of noise, but he has 
been a major factor in our civilization and I don’t 
believe that he is going to be less so. 

Mr. Waterman stated that this independent is con- 
cerned about filling the needs of his specific com- 
munity. He knows his customers as people. He knows 
their habits and their problems. He knows that in 
serving them well lies his opportunity. 

The rest of us, Mr. Waterman continues, work with 
generalities and averages, because our scope is by 
necessity larger than the individual community. This 
is true of manufacturers and is true of the chains 
with their central buying offices. He stated that it is 
the local merchant who brings merchandising down 
to the much more basic consideration of “What do the 
people in my neighborhood want and need?’”—And I 
will add to that, he is known and trusted. 

Why bring this up? Because many manufacturers 
are courting the discount house as they would a noisy 
young woman who just came to town. Whether their 
intentions are serious and whether they intend to 
settle down and marry the giri is not yet known. But, 
as always, philandering, flirtations often lead to seri- 
ous problems—even divorce. 

It is time for a sober appraisal of worth and values. 

This is an excellent time to take a good look at the 
market. Across the length and breadth of this great 
nation of ours there are 180,000,000 people. 

Where do these people live? How can they best be 
served and how can these citizens be influenced to buy 
more hard goods items. In short how can the hard- 
ware industry comprised of the manufacturer, the full- 
functioning wholesaler, and the retailers of hardware 


R. Lee Waterman 
New president, American Hardware 
Manufacturers Assn. 





obtain a larger percentage of the dollars which Mr. 
and Mrs. Consumer spend each year? 

The finding of solutions to these questions is of 
great importance to all parties concerned; particu- 
larly to the manufacturers of any hard goods items. 

If the hardware industry is to compete effectively 
with other large industries for the consumer dollar, 
if we as an industry are to grow and prosper, we 
must find ways and means to stimulate a wider use 
of our products; we must be expert in merchandising 
new items which will benefit the consumer. 

First let’s look at the population. I believe it is 
significant that only 28 percent of the total population 
of our country resides in cities of 100,000 or more. 
There are only 130 such metropolitan cities in the 
entire country. 

In 1950 there were but 109 such cities having an 
aggregate of 30 percent of the total U. S. population. 
These metropolitan cities gained 8.4 percent in the 
10-year period 1950 to 1960 contrasted to a growth 
rate of 21.5 percent for cities under 100,000 popu- 
lation. 

It is of great importance to the people attending 
this convention and to the industry at large that they 
be reminded that there are 5683 communities in these 
United States with populations between 2500 and 100,- 
000 persons. Seventy-two percent of the total U. S. 
population resides in these 5683 cities. 

The mass merchandisers and super-efficient discount 
artists have up to now concentrated their efforts in 
densely populated metropolitan areas. They have not 
yet proven that they can be completely successful in 
the metropolitan areas, so it seems doubtful that they 
will tackle the hinterland areas. 

It seems to me that the full-functioning wholesalers 
who finance and sell inventory which they warehouse 
are a vital and integral part of the American economy. 

It seems to me their function is fundamentally 
necessary to adequately serve the many thousands of 


James P. Townley 
New president, National Wholesale Hardware Assn. 
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retail stores who sell hard goods items as well as to 
serve industrials with the items which they use and 
consume in their business. There are but few counties 
in these 50 United States that are not covered regu- 
larly by one or more of the 12,000 sales representa- 
tives of full-functioning wholesalers. 

It would be a serious error of judgment for a sales 
executive of a hardware manufacturer to be so naive 
and inexperienced as to assume that the noisy young 
woman who lives in a discount store has finally figured 
things out: 

How to eliminate the middle man and suddenly be- 
comes so super-efficient as to drastically reduce the 
cost of distribution, thereby permanently assuring the 
consumer lower prices. 

How to provide an avenue to the consumer for a!l 
things new and which have yet to be born out of re- 
search and development. 

And to guarantee that the hardware industry will 
hold its head high and continue to take an important 
share of the dollars which Mr. and Mrs. Consumer 
spend each year. 

Another point which must not be overlooked is the 
importance of turnover of capital which is invested 
in inventory. Equally true, whether the middle man 
has the investment or whether the retailer has the 
investment or a combination of the two of them. In 
our present-day controlled economy, with prices con- 
stantly moving upward, working capital doesn’t go as 
far as it used to do. 

Discount houses have also discovered that they have 
no exclusive franchise to cut prices. 

Live, wide-awake, independents haven’t let these 
discounters get away with anything. They, too, are 


Noel E. Girard 
New president, National Assn. of Sheet Metal 
Distributors 
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determined to remain competitive, even if it means 
offering loss leader items. 

These discounters and mass merchandisers now have 
many of the same problems facing conventional re- 
tailers. They are learning that the public demands 
their carrying a wider assortment of inventory. They, 
too, must make a satisfactory return on invested 
capital. 

I predict that more and more of them will look to 
local suppliers so as to guarantee continuity of supply 
at a minimum investment of many, many items. 

The very fact that such emphasis is today being 
placed on turnover by all segments of distribution, 
including the large chains, the mass marketers and 
the noisy discounters, seems to place the full-func- 
tioning wholesalers in a much needed position. 

Many wholesalers—a more accurate statement might 
be to say most full-functioning wholesalers—are to- 
day, and have for many years, been busily engaged in 
providing some assistance programs to aid _ inde- 
pendent retailers to move a greater quantity of hard 
goods to the consumers. 

These programs have ranged from store layout and 
modernization assistance, furnishing of merchandis- 
ing and advertising assistance, programs to improve 
efficiency in operations which include methods to im- 
prove turnover and adaptation of pricing for profit 
formulas as well as complete programs to enable in- 
dependent retailers to increase their sales and profits 
through credit selling. 

Such programs are many and varied and have 
proven highly successful but they all require capital 
outlay and add substantially to the full-functioning 
wholesalers’ cost of doing business. Again may I state 
that now is the time for a sober appraisal of worth 
and values. 

There are too many arm chair executives who are 
supposed to give sales leadership to their respective 
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(Opposite page) American Hardware Manufacturers Assn. 
officers who directed the 1961 convention and members of 
the executive committee and advisory board. Seated first 
row, left to right: G. S. Case, Jr., Lamson & Sessions Co.., 
chairman, executive committee; E. J. O'Leary, Ruberoid Co.., 
vice-president; Wm. H. North, Ferry Cap & Set Screw 
Co., vice-president; Paul C. Nicholson, Jr., Nicholson File Co., 
president; R. L. Waterman, Corning Glass Works, vice-presi- 
dent; W. A. Schrade, Clemson Bros., executive committee; 
and J. S. Tomajan, Washburn Co., advisory board. Second 
row, left to right: Melvin Campbell, Campbell Chain Co., 
executive committee; W. G. Rector, True Temper Corp.., 
executive committee; H. F. Seymour, Columbian Vise & 
Mfg. Co., advisory board; C. O. Hamilton, Hamilton Cosco, 
Inc., executive committee; R. H. Coleman, Remington Arms 
Co., advisory board; F. T. Stone, Columbus McKinnon Corp., 
advisory board; R. G. Thompson, Lufkin Rule Co., advisory 
board; H. P. Ladds, National Screw & Mfg. Co., advisory 
board; and Arthur L. Faubel, secretary-treasurer. Third row, 
left to right: C. C. March, Minnesota Mining & Mfg. Co.., 
executive committee; B. E. Bostwick, J. Wiss & Sons Co., ex- 
ecutive committee; R. A. Aldeen, Amerock Corp., executive 
committee; J. C. Stites, Cleveland Twist Drill Co., execu- 
tive committee; John Gibson, Ill, McKinney Mfg. Co., ad- 
visory board; G. S. Culver, Richards-Wilcox Mfg. Co., execu- 
tive committee; B. B. Wood, Wood Shovel & Tool Co., 
re board; and John C. Cairns, Stanley Works, advisory 
oard. 
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manufacturer employers who haven’t done their home 
work—who have failed miserably in evaluating the 
worth and value of full-functioning wholesaler cus- 
tomers who have remained loyal for years to brand 
name lines. 

They haven’t taken the time to inquire or familiar- 
ize themselves with the activities or services rendered 
by their full-functioning wholesalers. 

Little consideration has been given as to how they, 
the manufacturers, can assist full-functioning whole- 
salers make these many retailers’ assistance programs 
more effective. 

Many of these individuals apparently have a dis- 
torted view as to where the 72 percent of the total 
population of this great land of ours is situated. 
They are apparently overlooking the fact that the 
greatest growth potential will come from these 5683 
communities of 2500 to 100,000 population in the next 
decade. 


The critizers lack solutions 


Some of these arm chair executives are quick to 
level criticism at wholesaler organizations. But it 
seems to me the most critical of those arm chair 
executives are those who themselves have yet failed 
to develop a program which will aid the wholesaler 
and retailer to move a greater quantity of their own 
merchandise through to the consumer. 

These same men are making, or permitting others 
to make, unwise decisions with respect to the place- 
ment of their lines. 

Rather than talk about problems, I would like to 
talk about opportunity. 1 want to talk about the 12,000 
salesmen, for a moment, who represent the full-func- 
tioning wholesalers of America. I would like to salute 
them. They are without doubt the most important 
group of men in America today to this great hardware 
industry. They have been all but forgotten. 

These men perform a most useful and necessary 
function in the distribution of hard goods. These are 
the men in every town or city, at every crossroad 
who “Carry the Message to Garcia’”—who encourage 
retailers to stock the various lines of merchandise 
and who assist the retailer in moving this merchan- 
dise to the consumer. These are the men who give 
day to day representation to hundreds of manufac- 
turers’ products in the market place. 

These are the men who are in daily contact with 
the thousands of different type retailers—some of 
whom are super markets and mass merchandisers and 
all of whom sell hard goods merchandise. 

One would think that these men who learn a new 
product story and pass on to others this product story, 
who persuade the retailers of hardware to add the 
new line or the new item to their inventory and to 
attractively display the line or items, and who serv- 
ice these customers’ claims, would receive a little more 
consideration. 

You would think that no expense or consideration 
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would be spared to cultivate these men, to establish 
best possible communications with them, to broaden 
their knowledge so as to make them more effective 
merchandisers, to encourage them to pass along ideas 
to make their jobs easier—above all, let them know 
how important they are and have been to the hard- 
ware industry. 

There has been a substandard public relations job 
done with these men. They don’t understand many 
manufacturers’ expedient policies. 

That is understandable. Manufacturers have paid 
little—too little—attention to them. 

I am sorry to say that the evidence seems to point 
out that the executive management of some wholesalers’ 
organizations are also similarly guilty. These men 
are aware of the considerations given and the phi- 
landering attentions now being paid to the discount 
stores by many hardware manufacturers. 

These men are eager. We must not forget that they 
are salesmen whose livelihood and personal earnings 
are dependent upon sales. They are always receptive 
to an idea, a plan or a program which will move a 
greater quantity of merchandise through their cus- 
tomers to the consumers. 

Manufacturers should be concerned about their pub- 
lic relations, or should I say sales relations with these 
men. 

Manufacturers should ask themselves: 

How do we stack up in these salesmen’s estima- 
tions? 

For product information? 

For helpful assistance? 

For sound and consistent sales policy? 

Manufacturers’ principals should ask themselves: 


Do these men know our firm favorably or unfavorably ? 

Make no mistake about it. The American hardware 
manufacturers are now, have been in the past, and 
will be in the future, heavily dependent upon these 
men. They have always been an important part of the 
team. 

I don’t know any way to evaluate each individual 
salesman’s effectiveness—but for the sake of argu- 
ment, let’s say that the average can be measurably 
improved. 

These men should be, and must be encouraged. They 
must be assisted so that they will be even more effec- 
tive. 

Last year at this convention we announced the ap- 
pointment of a committee of outstanding leaders 
whose duties were to develop a long term, educational! 
program. A program designed to better train and 
motivate the more than 12,000 sales people and the 
merchandising people behind them in full-functioning 
wholesalers’ organizations. This Sales Motivation Com- 
mittee was to lay out a plan of action. 

Basically the purpose is to develop ideas, plans and 
programs which would not only assist sales managers 
in their responsibility to find, train and motivate 
wholesalers’ salesmen, but equally important, to de- 
velop information and data which wholesalers might 
use to inform and interest desirable young men in 
making distribution their careers. 

It is the purpose of this committee to stimulate 
manufacturers’ participation and financial assistance 
in such a long range program and further to make 
recommendations to manufacturers as to how best 
they can assist our industry in this important objec- 
tive. 

It is our responsibility to see that this is accom- 
plished. This is a gigantic undertaking; one which 
is worthy of the time, effort and the dollars which 
will have to be invested. It will only be accomplished 


President's Reception Opens 1961 Convention 


The President's Reception Oct. 22 at the Dennis Hotel marked the official opening of the 1961 joint hardware 
convention at Atlantic City. Association officials and their wives shown at left to rear: NWHA president Howard 
W. Price and Mrs. Price; AHMA vice-president, R. L. Waterman and Mrs. Waterman; and NASMD vice-president 


Noel E. Girard and Mrs. Girard. 
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through a consolidated, cooperative, dedicated effort 
by the industry itself. It will come about as a result 
of a sober and realistic appraisal of worth and values. 
It will be accomplished only through unity of purpose 
between the American hardware manufacturers and 
the full-functioning wholesalers who distribute their 
lines. 

Such a common purpose will bring about a realistic 
appraisal of some of the problems which face retailers 
of hardware as well as thought and study to develop 
ideas, ways and means by which the industry can 
move a greater quantity of hard goods to the con- 
sumer. 

This program will of necessity have to enlist the 
help and assistance of individuals who mold the man- 
ufacturers’ sales policies as well as those who direct 
manufacturers’ representatives, similarly the individ- 
uals who carry the same responsibilities in the full- 
functioning wholesalers’ organizations. 


The manufacturers’ motivators will be working 
compatibly with the wholesalers’ motivators. 

This program will require outstanding leadership, 
dedication and hard work. This will require adequate 
financing and above all, patience and perseverance. 

This is no time for this great industry to run 
scared or for inexperienced individuals to complicate 
the problems of distribution by making unwise de- 
cisions. 


The wholesale hardware industry is big, necessary 
and powerful. 


We can make it better by adopting a common pur- 
pose for improvement of all three segments, the re- 
tailer of hardware, the full-functioning wholesaler 
and the American hardware manufacturers, all being 
dedicated to the proposition that together they will 
obtain a larger share of the dollars Mr. and Mrs. 
Consumer spend each year. 


A Preliminary Report: 


How to Motivate Wholesale Salesmen 





by Reed Drummond 
Marketing Consultant 
Glenview, Ill. 


Officers of the National Whole- 
sale Hardware Association have 
been well aware of this era of 
changes and the problems it pre- 
sents. Last year a committee was 
appointed to study these changes 


Here are findings on a preliminary sur- 


vey of 12 wholesalers, conducted for 


NWHA, as the basis for a national survey 


to determine ways to motivate wholesale 


salesmen to become merchandising con- 


sultants for dealer accounts. 


from the standpoint of wholesaler 
salesmen motivation. 

Why “motivation”? Here are 
some answers for your considera- 
tion. 

(1) Wholesale sales are depend- 
ent on retail sales. In this instance, 
dependent on the sales and suc- 
cess of independent hardware re- 
tailers. 

(2) Retail sales have been fall- 
ing off. While true in all lines of 
business, the decline in hardware 
had been deeper than national 
averages. 


(3) The know-how to build sales 
for successful and profitable re- 
tail store operation was available 
in trade journals, from hardware 
wholesalers and from the National 
Retail Hardware Association. 

(4) With most retailers, perhaps 
as much as 80 percent of them, 
that information has been dormant. 
Perhaps retailers did not know 
how to use it. 

(5) The obvious remedy was to 
show retailers how to use the in- 
formation, to work with them, to 
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encourage them. In short, to moti- 
vate them. 

(6) The question then is: Who 
is situated to do this important 
work? Who is in most frequent 
contact with the retailer? Who 
knows local situations the best? 
Answer: The wholesale salesman. 

(7) The final problem: How to 
motivate the motivator. How do 
you put the wholesale hardware 
salesman in the role of business 
consultant for his retail accounts? 

After more than twenty years 
experience in working with sales- 


men, I have learned that a sales- 
man’s attitude depends on the way 
he thinks and feels about his job 
in six areas. 

Does he think he is in the right 
business ? 

Does he think he has the right 
products or lines? 

Does he think he is with the 
right company? 

Is the compensation plan fair 
and in tune with the times? 

Does the company have a good 
sales plan? 

How well does he get along with 
his boss, the other executives and 
my associates? 

Given a salesman with pro- 
nounced doubts in any of these 
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areas, you have a man who is 
handicapped by nagging  uncer- 
tainties about his work. 

But given the right attitude, 
the next question is what parts 
of his work does he now consider 
most important? You must know 
this before you can plan any kind 
of a training program with a 
specific objective which, in this 
instance, is to train our men how 
to serve as a business consultant 
for independent retailers of hard- 
ware. 

It became the goal of your 
committee to learn the attitude 
and the knowledge of the wholesale 
hardware salesman. The problem 
was how to do it? Certainly you 
can not go around the country 
and interview 12,000 salesmen. 

One proved way to do this is 
a mail survey. 

A special two-part questionnaire 
was prepared. Instead of calling 
it a questionnaire, it was called 
a Sales Advisory Ballot. The term 
was used to emphasize the fact 
it was a secret. 


Salesmen asked for opinion 


One part of the ballot lists 40 
subjects. Salesmen are asked to 
check those they think are very 
important things a person must 
know to be a wholesale hardware 
salesman. Which are subjects some- 
what important and those which 
are least important? 

The second part of the ballot 
being tested was, in reality, a 
probe into the attitude of the sales- 
man. 

It was designed to learn how he 
feels about his work and his par- 
ticular job. This part of the ballot 
had 59 statements which he marks 
as true or false. 

Next, it was decided that I 
should supplement this trial ballot 
with personal visits with four or 
five wholesalers in various parts 
of the country. 

I visited a number 
stores in each area. 

It is now my job to report to 
you my findings to date. Some of 
these naturally will be general 
conclusions and I expect there will 
be many who will disagree with 
them because it is evidence gath- 
ered from just 12 wholesalers. 

First of all let’s talk about 
the retailer. 

In many 


of retail 


instances the retail 
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to right: Geo. W. Paxton, Turnbuckles, Inc.; Rol B. Plumb, Turnbuckles, Inc.; Dwight L. Myers, Swan Rubber Co.; John 
F. Gallagher, Turnbuckles, Inc.; Kurt G. Penn, Star Expansion Industries Corp.; and Ben Leve, secretary-treasurer. 


hardware store was difficult to find 
compared to the drug store, the 
dress shop, the bowling alley, the 
loan office, the pizza palace and 
the five and ten or variety store 
to give you a few examples. 

You will make the same discov- 
ery if you take a casual glance 
down the business street of any 
small to medium sized town or 
city. 

And so conclusion No. one: The 
average retailer of hardware does 
a very secondary job of identify- 
ing his place of business either 
by personal name or the nature of 
his business. 

Conclusion No. two: Eight out of 
10 stores do not understand the 
connection between good advertis- 
ing and good lighting. 


Conclusion No. three: About 2 
percent of the retailers are good 
store keepers. You can find Christ- 
mas displays up in July, not ad- 
vance displays but leftover dis- 
plays. You can almost always find 
unpacked or partly open shipping 
boxes, sometimes in the window. 
Is this because the retailer has too 
much to do? I don’t know. 


Conclusion No. four: Many re- 
tailers do not realize that cheap 
help is expensive. 

Conclusion No. five: There are 
many owners of what might be 
called hard hardware stores who 
are doing an excellent business, 
and who would be at a loss if they 
tried to convert into a shopper’s 
paradise for women. 


Conclusion No. six: There are 
an appreciable number of retailers 
of hardware who make your best 
discount operator look like an 
amateur. Believe me, native Amer- 
ican ingenuity is far from dead. 

These few conclusions have been 
presented to give you some idea 
of the work ahead if the whole- 
sale salesman is to be a business 
consultant for the independent re- 
tailer of hardware. 

The meetings with salesmen 
were, for the most part, very en- 
lightening and very encouraging. 

Before these meetings with 
salesmen were held, I was told that 
most wholesale hardware salesmen 
were like the milkman. They simply 
go around and check want books 
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like a milkman checks the milk 
card. 

These statements simply are not 
true. 

I told Mr. Price that, were I a 
manufacturer looking for a sales- 
man I would raid the sales force 
of a successful wholesale hardware 
company. He asked that I repeat 
the statement to you. 


If you have any doubts about 
being able to motivate this moti- 
vator, about making most of these 
men into retail marketing consul- 
tants, those doubts would have 
been erased if you had the op- 
portunity of sitting in some of 
these meetings and listening to the 
comments. 

Once these men realized I was 
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not a spy, not an efficiency expert, 
and not a headshrinker, but just 
another man trying to do a job 
by understanding their jobs, then 
the dam broke. The meetings would 
go on for hours. 

After a while you realize these 
men are lonely. Let me explain. 
Once in a while everyday they 
serve as a whipping boy for some 
retailer, 

They must have a_ wonderful 
bunch of wives for they have to 
spend an hour or so every night 
copying orders. But, wonderful as 
a wife may be, she is a woman and 
does not share the business experi- 
ence the man has. Net result: he 
has to keep his problems, anxieties, 
frustrations and triumphs bottled 
up inside himself. 

The meetings with wholesale 
management were varied. There is 
a great deal of serious thinking 
going on. There are a number of 
far reaching decisions to make, 
and it is not my place to comment 
on these here. 

One of the key decisions is 
whether to continue as a buyer- 
warehouse organization or become 
marketing-minded and become a 
merchandising partner with a se- 
lected number of retail accounts. 

As an outsider, I have only one 
observation to make. If I were a 
retailer and a wholesaler offered 
me no more than product and price, 
I would buy from him on the 
same basis that people buy from 
discount houses; on the basis of 
price alone and I would bait him 
against similar type wholesalers. 

Now let me report to you on 
the Sales Advisory Ballot. 

As of last week more than 100 
had been returned, forty percent 
marked by management, sixty per- 
cent by salesmen. 

You cannot come to any definite 
conclusions on the basis of 100 
returns. Instead, I am going to 
give you some early returns and 
ask that you accept as just that, 
early returns. 

There was a list of 40 subjects. 
The people filling out the ballots 
were asked to rate them as most 
important, somewhat important 
and least important as things a 
person should know to be a suc- 
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cessful wholesale hardware sales- 
man. 

Here are the top 11 as of this 
date: 

(1) Sales approaches. 

(2) Locating and making con- 
tact with desirable accounts. 

(3) Ways to increase the 
of the order. 

(4) Sales department organiza- 
tion. 

(5) 

(6) 

(7) 

(8) 
needs. 

(9) Time table for calling on 
accounts. 

(10) Pricing and discounts. 

(11) Returned goods policy. 

Do you find it significant and 
perhaps disturbing that none of 
these reflect a need to know things 
which would enable the salesman 
to act as a marketing consultant 
for the retailer? 

The second section of the ballot 
had to do with attitude. It is 
interesting to note here that there 
is not more than six percent differ- 
ence at this time in any area be- 
tween the way management voted 
and the way salesmen voted. 

The first area had to do with 
how well a person likes the busi- 
ness. Here management scored 60 
percent, salesmen 63 percent. 

The second area has to do with 
how well the salesman likes the 
lines or products the company has. 
Management scored 75. Salesmen 


size 


Company delivery policy. 
How to answer objections. 
Company sales policies. 
How to determine buyer’s 


scored 70. As you might expect, 
management is more satisfied with 
its products than are the men 
who have to sell them. 

The third area has to do with 
house policies. Management scored 
80 percent here. Salesmen rated 
this 76 percent. Once again, man- 
agement is more satisfied with 
policies than the salesmen are. 

The fourth area had to do with 
compensation and this may sur- 
prise you. Management scored 71 
percent and salesmen 67 percent. 
Only a four percent difference. 

The fifth area has to do with 
sales program. Management scored 
this 73 percent. Salesmen scored 
it 75 percent. 

In the sixth area, the one hav- 
ing to do with personal relation- 


¥ 


* 


ship, management scored this 84 
percent, salesmen scored it 80 per- 
cent. 

Naturally there were a number 
of comments on these ballots and 
many of them were very encourag- 
ing. For example, there were re- 
quests for more aggressiveness on 
the part of the house. 

So what conclusions can you 
come to as a result of this survey? 
Obviously, none at this time. These 
have been trial ballots. Changes 
will be made in the final one. 

The national ballot will give 
you a blueprint of the work that 
has to be done in order to motivate 
the motivators, to put wholesale 
hardware salesmen into the role 
of marketing consultants for in- 
dependent dealers. 


% 


Now-—A National Survey 





by James P. Townley 


Chairman 
NWHA Sales Motivation 


Committee 


As Mr. Drummond has said, 
these “are straws in the wind.” 
When the national survey is made 
we will get definite findings. 


Before you build a house, no mat- 
ter how modest, you need an archi- 
tect to draw up a blueprint. From 
the architectural study that is now 
being made, Mr. Drummond and 
the Sales Motivation Committee 
will be able to draw up a blueprint 
of action so that we may build on 
a firm foundation and accomplish 
our purpose. 

These are the next 
steps in our timetable: 


immediate 
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(1) As a result of this personal 
survey of 12 wholesalers and the 
trial ballots used among their sales- 
men, a revised and corrected na- 
tional ballot will be made by Mr. 
Drummond. 

This will be scrutinized and ap- 
proved by the Sales Motivation 
Committee. It will also be scru- 
tinized and approved by a few in- 
dividual manufacturers who are as- 
sociate members of our association, 
as we value their thoughts and sug- 
gestions very much. They have a 
tremendous interest in what we aim 
to accomplish. 

(2) Within the next 30 to 40 days 
we expect to furnish to each of the 
358 wholesalers who are members 
of this association enough ballots 
for their dealer sales force. 

When you receive these, we urge 
that you follow the instructions ac- 
companying them; that you will get 


them into the hands of your sales- 
men promptly; that you sell them 
on the idea of filling out the ques- 
tionnaire and casting their ballots 
promptly. 

(3) We shall allow the month of 
December for these to come in. 
Shortly after the first of the year 
we shall have a tabulation of this 
survey on a national basis. 

(4) As a by-product to benefit 
and encourage each individual 
wholesaler to participate in this na- 
tional ballot we plan to give him 
for a small and reasonable fee, if he 
so desires, a confidential and in- 
dividual profile as to how his sales 
force as a whole answered these 
questions. This report can be com- 
pared to the national results. 

After tabulation of the national 
ballot, we shall have definite find- 
ings on which to chart our course. 
Your Sales Motivation Committee 


will meet again for this purpose. 
It can be assumed that the com- 
mittee again will desire that se- 
lected manufacturers from our as- 
sociate membership attend. 

It would be presumptious of me 
to make a forecast as to the pro- 
gram that may be recommended by 
the committee to your executive 
board. I have complete confidence 
in the committee’s ability to come 
up with a good program. 

Self analysis is good for the soul. 
We will share that analysis with 
our manufacturing friends with 
whom we must share the same boat. 
We must row together in a straight 
course, without going around in 
circles, or we shall capsize. 

It is our aim not to maintain our 
position, but to row together to 
obtain an ever greater share of the 
consumer dollar for this great hard- 
ware industry of ours. 


Security inthe Warehouse 





by Robert A. Haw 
President 
Haw Hardware Co. 


Ottumwa, lowa 


About two years ago, a company 
in our association had been sus- 
picious for a year and half that it 
had lost merchandise in excess of 
$20,000 by theft. The inventory 
shrinkage could be explained in no 
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other way, but the firm was unable 
to detect the methods used or the 
people involved. 

The company went so far as to 
hire a detective agency. This agen- 
cy felt that there must be a trucker 
or truckers involved, in order to 
get larger pieces of merchandise 
out of their warehouse. The agen- 
cy checked all trucks that left the 
docks, but could learn nothing. 

The next move was to put a man 
in the company’s warehouse to see 
what he could learn. It turned out 
that there were many warehouse- 
men involved in the stealing. 
These workers became suspicious 
and the inside man’s reports re- 
vealed nothing. 

As a matter of fact, this com- 
pany learned after a week that 
their warehousemen were calling 
the new man Dick Tracy. 

The case finally broke when the 
local police department traced a 
stolen gun to a former employee. 
That employee implicated many of 
the men involved. Search warrants 
were obtained by the police to 
search the homes of a number of 


the employees, and this search re- 
vealed the stolen merchandise. 

In this particular company, 
there were eight employees in- 
volved. Among these, were three 
warehouse foremen and the man 
who had the key to the gun room 
and kept the gun record book. 
This, incidentally, was one of the 
reasons that these people were 
able to get by so long without 
being detected. 

Another of the employees in- 
volved cwned a truck and used it 
for removing the stolen merchan- 
dise from the premises. This is 
just one example of what we have 
going on in the wholesale hard- 
ware business, under the heading 
of security. 

At the “Forty and Under” break- 
fast at our 66th annual convention 
last year, we discussed in detail 
the problem of security. It was the 
decision of President Price at that 
time that during this year we pur- 
sue the subject further and report 
on it at this, our 67th annual con- 
vention. 

You know that if you lose 
$50,000 a year in stolen merchan- 
dise, it takes $250,000 additional 
sales to make up the money you 
lost out the back door. That would 
be the same as supplying five 
$50,000 dealers free merchandise 
for one year. This is important. 

There are several areas of se- 





curity which must be covered in 
any discussion on the subject. 

First, we have the losses caused 
by fire and the elements. This area 
is so obvious that we need not 
cover it except to say that we 
should provide for adequate fire 
protection and insurance to cover 
all national losses. 

Next, we have the area of office 
security. 

This area can be taken care of 
by proper accounting methods as 
prescribed by a certified public ac- 
countant together with constant 
supervision by management. 

We also have the problem of 
security with our sales force and 
delivery personnel. This can be a 
problem if your salesmen are al- 
lowed to make collections in cash. 

We at Haw Hardware have this 
to contend with, but the problem is 
not great. Many of our dealers, 
especially in northern Missouri, 
will only pay our salesman and 
then a lot of it is in cash. As I 
said, this is no great problem be- 
cause the dealer will always let 
you know if he receives a state- 
ment for something he has already 
paid. 


A two-sided problem 


The other side of this problem is 
that of theft from the salesman. 
In our case especially, all we can 
do is to cover them with the neces- 
sary insurance. 

Finally, we come to the area of 
security which is by far one of 
the most important problems we 
face on a day-to-day basis in the 
wholesale hardware business, the 
security in our warehouse. 

How many people in your or- 
ganization have the combination 
to your vault and safe? One, may- 
be two people? But how many peo- 
ple have access to your ware- 
house? 

Your warehouse contains five or 
six hundred times the amount of 
money your safe does! This would 
suggest that we are penny wise 
but dollar foolish! 

As executives in the hardware 
industry, we make it a point to be 
profit conscious. We watch ex- 
penses, prices, deals, good buys, 
new ways to increase our business, 
but do we watch warehouse se- 
curity? Most of us don’t. We del- 
egate that job to our warehouse 
superintendent or foreman. 


Security starts at the top, not 
with the lowest paid employee on 
your staff. 

This is a field that requires eter- 
nal vigilance from the president of 
your company right on down to the 
janitor. You would be surprised 
what results it has on your organi- 
zation for it to know that the top 
executive cares enough to make a 
personal trip through the ware- 
house at irregular intervals of at 
least once a week, if not oftener. 

We want to prevent the loss of 
merchandise by theft, not find it 
out after it is gone. We constantly 
must keep our employees aware 
that we are watching for signs of 
theft as well as everything else. 

Other than actually catching a 
person in the act of stealing, the 
first notification that we have of 
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any theft is through a very tight 
system of inventory control. In- 
ventory control is very important 
to us in all facets of our business, 
but it is here that we can first tell 
what is missing. 

We have recently installed 
I.B.M. equipment on a small basis 
to give us just what I have been 
talking about. With this punched 
card system, we can now tell, after 
our physical inventory actually 
what is missing down to the penny, 
and the only way this merchandise 
can be missing is through theft. 

In the past, we have lost mer- 
chandise by a common method, Em- 
ployees would take merchandise to 
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the rear of our building and throw 
it out the window down to the rail- 
road tracks, where they would pick 
it up after they got off work. Or 
else, would have an accomplice 
there to make off with it. 

We have tried to stop this 
through constant supervision and 
the cooperation of our local police 
force. 

Another case is very similar to 
the one I mentioned earlier. It not 
only involved the warehouse em- 
ployees and key personnel, but it 
also involved trucking companies 
and dealers who “fenced” the 
material. 

At Haw Hardware we have 
found no major-scale theft going 
on. However, we do know that 
there are probably many small 
tools, flashlights, pocket knives, 
transistor radios and things like 
that going home in pockets and in 
lunch pails. 


We have instituted one method 
which we feel is quite satisfactory 
to take care of such small thefts. 
We require all employee orders to 
be written up in duplicate. The 
duplicate copy must either be 
marked paid or okayed to be 
charged by one of our people au- 
thorized to do this. 

Any time we see an employee 
with merchandise in his posses- 
sion leaving the premises, we can 
ask to see the duplicate order that 
he must have in his possession. 
This has stopped a lot of stealing 
in our organization. 

I want to list for you now some 
general solutions to this problem 
of security which I hope can be of 
help in a general way to everyone 
in our industry: 

(1) Screen a new employee thor- 
oughly. Check him out with the 
police, the local credit people. 
Thoroughly check any references 


that he might give. And especially 
check with his former employers. 

(2) Constant supervision by top 
management. As I mentioned ear- 
lier, top management periodically 
should make a personal tour of the 
warehouse so that it will know 
what’s going on. 

(3) Let it be known that the 
company is constantly on the look- 
out for theft of any nature. Do 
this by either periodic inspections 
of lunch pails, putting up reward 
posters or using the method that I 
described that we are using. 

(4) Change your personnel fre- 
quently. By this I mean do not let 
drivers load their own trucks. Do 
not let the same men load out your 
merchandise week in and week 
out. It is surprising what you can 
find out when you put a new man 
on a job, or when you have some- 
body on vacation in one of these 
vital spots. 


A panel discussion on... 


Howto Motivate Salesmen 





Communications 


by Charles L. Hildreth, Jr. 
Manager 
Emery-Waterhouse Co. 
Manchester, N. H. 


There seems to be a prevalent 
feeling today that money is both 
the only moral and the only effec- 
tive motivating force. 
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It is OK to ask your son to mow 
your lawns providing you pay him 
for it, but not proper to require 
him to do these jobs because he is 
a member of the family and shares 
in its responsibilities, or because 
he should have pride in how the 
lawns look around his home. 

This is an oversimplification but 
this same thinking seems to domi- 
nate our control of salesmen. We 
use what we might call the “bar- 
gain basement” approach. 

If we want to move a certain 
product, we increase the commis- 
sion rate on the product or send a 
“spif” along with it. 

If we want additional distribu- 
tion we announce an extra bonus 
for each new account opened. 

There is nothing wrong with this 
approach except that it is incom- 
plete. The desire for extra money 
is always a strong motivating 
force, and allowing a man to fulfill 
this desire will always produce, to 
some extent or other, a greater 
effort on his part. 

But money is not the only ingre- 


dient which makes Sammy run, and 
relying solely on the desire for 
money is parallel to trying to sell 
your products on price alone. 

There are other strong desires 
which will move men, and in indi- 
vidual cases these other desires may 
be much stronger than the desire 
for more money. 

Already mentioned is the need 
for recognition. If you don’t think 
this affects all of us, just stop and 
consider whose name look. best to 
you in print, and whose face do you 
look at first in a group picture? 
Anyone will work harder if you 
give him the opportunity to take 
pride in the job he is doing. It is 
human nature to want to be needed 
or to be secure. 

All of us feel to one extent or 
another a very real need for ex- 
citement or challenge. All of these 
non-monetary factors are impor- 
tant to us and to salesmen. There 
is just as much need to fulfill these 
other desires as there is to satisfy 
the desire for more money. 

And contrary to many, I don’t 
believe there is anything unscrupu- 
lous about using these other de- 
sires. We simply are allowing the 
salesmen to fulfill his needs, what- 
ever they may be for: More money, 





AHMA Officers For 1962 


Newly elected officers and executive committee of AHMA, elected Oct. 24, at Atlantic City, from left (seated): E. J. 
O'Leary, Ruberoid Co., vice-president; R. L. Waterman, Corning Glass Works, president; Wm. H. North, Ferry Cap 
and Set Screw Co., vice-president; and G. S. Case, Jr., Lamson & Sessions Co., vice-president. From left (stand- 
ing) W. A. Schrade, Clemson Bros., Inc., chairman, executive committee; E. A. Murray, American Steel & Wire Div.., 
.S. Steel Corp.; Stuart M. Jones, New York Wire Cloth Co.: David Muirhead, American Hardware Corp.; and 


’. G. Burritt, Starline, Inc., 


a feeling of security, importance, 
etc., while he meets a need of the 
company. It may be increasing 
sales, getting additional accounts, 
developing a new territory, or up- 
holding company policies. This is 
a perfectly sound and equitable ar- 
rangement. 

We spend days plotting sales 
curves against population charts, 
derive quotas, and calculate down 
to three decimal points in order to 
refine compensation terms to their 
most equitable level. 

After we have done all this we 
settle back and wait for the for- 
mula to work. Of course, it does 
work, but what would happen if we 
took as much care in trying to meet 
the other longings of a salesman 
as we do in meeting his desires for 
more money? 

One of the truly exciting aspects 
of answering this question is the 
fact that by and large these other 
goals can be met without any sig- 
nificant increases in expense. Meet- 
ing these other needs is a challenge 
for most of us, it is a new and un- 
limited field. 

All of us, to some degree or 
other, have tried consciously to 
meet these needs, but often with 


to serve on the executive committee through 1964. 


just a fraction of the time or con- 
sideration that we spend on com- 
pensation plans. 

A good salesman must have first 
the ability to sell, and second, the 
opportunity to satisfy his basic 
wish for more income. But no sales- 
man will reach his peak perform- 
ance unless he has the possibility 
of satisfying these other very real 
wants. 

The methods by which these are 
met are limited only by your own 
imagination and skill. 

For example, what about the de- 
sire of a man to take pride in his 
job? Not long ago we were being 
haunted by a staggering number of 
errors resulting in returned mer- 
chandise and the corresponding 
dealer irritation and office paper 
dealer irritation and office work. 

About the same time we began 
coding each return to signify who 
was at fault, the salesman, the lay- 
out man, the key punch operator, 
etc. At the end of each week we 
tabulated the results and posted 
them on Error Scoreboards, one in 
the salesroom for the salesman’s 
errors, one in the shipping room 
with the warehouse errors, and one 
in the office. 
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The original intent of tabulating 
these was to help management pin- 
point the trouble spots so that ap- 
propriate action could be taken. 

The outcome was that no real 
action was taken but merely as a 
result of posting on the scoreboards 
the errors began to decrease. Six 
months ago our credits were run- 
ning $30,000 a month. 

Last month with the highest 
monthly sales figure of the year our 
credits were just over $16,000. 

Admittedly, we started our re- 
duction from a high figure but 
steady improvement was shown by 
every salesman and every depart- 
ment. 

Not every technique will be effec- 
tive with every salesman. Some- 
times you have to custom-build a 
set of devices for a single man with 
a singular problem. 

Take, for example, a man who is 
not doing well in his territory but 
who appears to have ability. Maybe 
he’s worried about his job security. 

If that’s the case, some reassur- 
ance from the boss and a readiness 
to point out the good features of 
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his work may give him the self 
assurance and security that will al- 
low him to stop worrying and start 
selling. 


From a more general point of 
view, every salesman needs confi- 
dence in his future. Obviously 
there is not room at the top for 
every salesman but this should not 
mean, conversely, that every ma- 
ture salesman is well along towards 
a dead-end street. 


It takes time and skill to implant 
this confidence in your salesmen, 
and to explain to them their rela- 
tionship to the overall progress of 
the company. 


But when a salesman has confi- 
dence in himself and his company 
you have another powerhouse of 
sound motivation working for you. 


We make a point to know the 
names of our salesmen’s wives and 
children, and we display this know]l- 
edge by asking about them fre- 
quently. We know it is good for 
morale to make a “salesman-of-the- 
year” award at the annual banquet. 


What we don’t know is the poten- 
tial we have available for stirring 
our sales forces to greater achieve- 
ments by consciously programming 
our efforts towards meeting all of 
their needs. Not by relying solely 
upon compensation plan gadgetry. 


Prize contests 


by Gordon W. Hill 
Vice-president 

J. Russell & Co. 
Holyoke, Mass. 


How to motivate salesmen 
through sales contests and gim- 
micks? These are very controver- 
sial topics. 

There is no universal enthusiasm 
for contests or for gimmicks. To 
find out what wholesalers and man- 
ufacturers were currently thinking 
about contests and gimmicks, I 
wrote to a number of men through- 
out the country. 


I can report to you that contests 
and gimmicks are still not popular 
with many folks. The reasons seem 
to be that for many companies, con- 
tests don’t work. Or they just steal 
time from one manufacturer’s time 
to stress another’s. And gimmicks 
sound like something a little tricky, 
a little sharp, perhaps a little dis- 
honest. 

On the positive side, Summer 
Hardware and Supply, Johnson 
City, Tenn., ran a contest last 
Spring to get salesmen to sell more 
garden tillers. The motivation was 
Green Stamps, which went to the 
salesman’s wife every time he sold 
a tiller. Result: total sales of tillers 
increased 38 percent at a cost of 
15¢ per tiller for the stamps. 

A report of a sales gimmick came 
from Gene Smith, Jr., of Oklahoma 
Hardware, where a fish lure was 
given with every roll of screen wire 
during a six week period in the 
middle of the screen wire season. 

The wholesaler sold more screen 
wire in six weeks than it had be- 
fore in any other six month period. 

Apparently, sales contests and 
gimmicks do work, for some folks. 
How to go about getting sales con- 
tests and gimmicks to motivate 
your salesmen? 

It isn’t difficult at all to use sales 
contests. 


Officers of the National Association of Sheet Metal Distributors—I1961 


Here are officers and some members of the executive committee and advisory board who directed the 196! conven- 
tion for the National Association of Sheet Metal Distributo-s. 


‘I. 
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The Fuller Tool Company con- 
tinually uses contests for jobber 
salesmen to introduce new items. 
And it is very happy with the re- 
sults. 

At a different level, Marty Haub- 
enstock of S. Federbush Co., Pat- 
erson, N. J., told me of a manufac- 
turer’s contest to introduce a new 
line of waterproofing cement mate- 
rials, with two weeks in Miami 
Beach for a salesman and wife as 
top prize. Seven salesmen signed 
up 200 dealers in two months. 

Rust-Oleum has sponsored a 
Demonstration Sweepstakes, based 
on 700 distributor salesmen from a 
number of wholesalers demonstrat- 
ing a special damp proof primer in 
dealers’ stores. Those salesmen who 
did the demonstrating had excellent 
sales results. 

A West Coast tool company spon- 
sors a prize contest for wholesaler 
salesmen who place a large display 
unit in dealers’ stores. My own 
house has used this contest and I’m 
impressed with the way it seems 
to interest the salesmen, and the 
way it gets new dealers to stock the 
selling displays. 

You can get yourself tied into a 
number of sales contests or spiff 
arrangements. So many, that it be- 
comes confusing. 

May I suggest that if you want 
to have a sales contest to motivate 
your salesmen, the sales manager 
should spend time deciding what it 
is the salesmen should be motivated 
to do. Both from the house’s point 
of view and the salesman’s point 
of view. 


Do gimmicks educate? 


One of the critics of sales con- 
tests says: “In my opinion the in- 
formed salesman is the successful 
salesman. Gimmicks do not develop 
an informed salesman. Spiffs and 
bonuses prove only a temporary 
Pump Priming. And once they are 
withdrawn, the program falls flat.” 

If this is true, contests or gim- 
micks should be designed to inform 
or educate. Or to say it another 
way, they should be designed to 
change the habits of salesmen so 
they become more effective as sales- 
men. 

Jim Townley of Townley Metal & 
Hardware wanted to prove to his 
salesmen that they could sell mer- 
chandise in August which had his- 


torically been their poorest volume 
producer. Each salesman who beat 
his quota for August was invited, 
along with his wife, to a lawn party 
at Jim’s house. 

Jim must have a reputation for 
giving a whale of a party because 
August is now No. 1 sales volume 
month for his company. 

We wanted our men to become 
interested in selling key Spring 
lines well before the season began. 
We had a contest based on per- 
formance in Spring key lines only, 
with each man competing with his 
own quota, not with other sales- 
men. 


More ideas on gimmicks 


Our aim was to prove to our 
salesmen that they could sell early 
orders on Spring lines. 

The results were outstanding. 
One territory went ahead in Spring 
business by 50 percent over the pre- 
vious year. Others were also good. 

George Baker of W. W. Conde 
Hardware in Watertown, N. Y., 
created an intensive push on 21 
different lines during July and 
August to corral business in what 
is usually a slow period. Prizes for 
the salesmen motivated them to 
push these 21 lines. 

The results were marvelous. 

The S & M Company of Minne- 
apolis had a contest this year from 
June to September based on sales of 
specific items and general! sales in- 
creases. Trips to the Rose Bowl and 
Orange Bowl were prizes. The con- 
test cost the house % of 1 percent 
and yet sales volume increased 18 
percent. 

Charles Hildreth, Jr., of Emery 
Waterhouse Co., Manchester, N. H.., 
awards the salesman with the poor- 
est performance for a_ certain 
month, compared with his record of 
a year ago, a pregnant rabbit. Here 
is a gimmick that multiplies! You 
might say to yourself, “What 
should I try to accomplish with a 
contest or gimmick?” 

You might feel what you need is 
a seasonal push on a certain type of 
merchandise such as screen wire. 

You might need and want to push 
a particularly profitable line, and 
get new interest in doing the hard, 
hard job of demonstrating and sell- 
ing this profit maker. 

You might want to introduce a 
new line. 
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You might want to increase the 
size of the average order. 

You might want to get new cus- 
tomers. 

You might want to re-build in- 
active accounts. 

Whatever you need and want, 
you have to get your salesmen to 
want to help you. And that’s where 
contests and gimmicks come in. 

Fred Duven of Dutton-Lainson 
Co., Hastings, Neb., suggests the 
following advice: 

Offer more than one prize. Give 
the wife a chance to select which 
prize her husband can win. 

Use showmanship. Remember, 
you are attempting to change habits 
of salesmen and we all know that’s 
harder to change than the day we 
celebrate Christmas. 


Incentives 


by John Sieff 
Sales manager 
S & M Co. 


Minneapolis, Minn. 


A sales representative is dif- 
ferent from almost any other em- 
ployee, with the exception of an ex- 
ecutive. We must recognize sales 
representatives as such. 

Most salesmen are, or should be, 
community leaders. We, therefore, 
cannot hire them and attempt to 
get a bargain. They must be com- 
pensated according to their ability, 
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keeping in mind the results we hope 
to obtain from a territory. 

The standard of living a sales 
representative should have to do 
his job must also be kept in mind. 

One fact we can all be certain 
of: A salesman can always sell 
more within his territory. He has 
never really reached his peak. Yes, 
he no doubt works long hours, but 
his hours are his own. Therefore, 
he wastes plenty of time by unplan- 
ned calls, coffee breaks, and just 
extra conversation. 

Those of us who want to get 
ahead realize that only through 
hard work and long hours will we 
ever succeed. This is the only real 
pill we prescribe for our sales force. 

We attempt to set up a compensa- 
tion and recognition program that 
will motivate our salesmen into 
working these extra hours that we 
feel are necessary. 

One other objective we have, in 
setting up a compensation program, 
is an absolute maximum percentage 
that we can afford in any given ter- 
ritory. 

One compensation program that 
will accomplish the above results is 
a flat rate of commission. The 
salary - expenses - commission ar- 
rangement doesn’t assure you that 
the salesman will put in the extra 
hours necessary to reduce your 
cost. Nor does it give you a guar- 


anteed percentage of cost in a given 
territory. 

In some territories, your percent- 
age of cost is low. In others, and 
these are usually the far-off terri- 
tories, the sales cost is way out of 
proportion. 

The straight commission ar- 
rangement keeps all sales costs sta- 
tionary, and the change must be 
made in the sales representative or 
the territory if the salesman is not 
earning enough. 

This also means that wholesalers 
cannot afford, nor can the represen- 
tative earn enough money, to travel 
in other wholesalers’ backyards. 

It should be noted at this time, 
however, that many companies op- 
erate very successful sales forces 
on a salary-plus-commission or set 
expense account. 

This plan has some definite ad- 
vantages over the draw against 
commission plan. One of the most 
important advantages would be the 
degree of security that a salesman 
has. 

One can also control the amount 
a sales representative might earn 
with this plan. However, that also 
can be a disadvantage. As the 
amount of incentive decreases, so 
might the effort a man puts forth. 

Another possible advantage of 
the salary-commission arrangement 
would be in the development of 


AHMA Forty-Under Club Breakfast 


Every seat was taken for the annual breakfast of AHMA's Forty and Under 


Bay ji 


Club, Oct. 23, at the Hotel Claridge. Guest speaker was Arnold Rosenthal 
U.S. Dept. of Commerce. He spoke to the young hardwaremen about the 
import situation. Certificates of charter membership in the four-year old 
group were distributed, and lapel pins were made available for the first time. 
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new accounts. Straight commis- 
sion men could be reluctant to 
spend the time or effort for this 
development. However, no matter 
which plan you might use the satis- 
factory end result is more often 
than not determined by whether 
you have a strong leader at the top. 

A survey taken in 1959 by a 
large organization revealed that 
the average straight commission 
men earned more than the salaried 
and bonus salesmen or the salaried 
and commission salesmen by about 
$2,000. 


A minimum volume program 

Our company sets up each terri- 
tory we plan to travel on a mini- 
mum volume of $225,000. We then 
pay the salesman a draw advance 
and flat rate of commission. The 
amount of the draw is sufficient to 
take care of his living and travel 
expenses. He pays all exp2nses, in- 
cluding acar. This assures us that 
his expenses will be low and he'll 
travel and work hard, because the 
more he works, the more he earns. 

We have eight salesmen out of 
37 that exceed $400,000 volume, and 
two of them could exceed $500,000 
this year. If a salesman does not 
exceed the minimum volume, we 
then determine whether the prob- 
lem is the salesman or the terri- 
tory, and act accordingly. We have 
abandoned territories after this ap- 
praisal of such a problem. 

Our company includes all manu- 
facturers’ extra spiffs, or incen- 
tives, if the particular promotion 
is good. Why not? It enhances 
our salesmen’s earnings and def- 
initely increases sale of the product. 
It is also a fact that salesmen for 
independent wholesalers carrying 
25,000 to 40,000 items can only high 
spot. Therefore, he might as well 
add to his earnings by promoting 
and selling these extra incentive 
items. 

A major event in our sales year 
is our annual Summerama Contest. 
This is a contest that really excites 
all of our men and brings the best 
out of them. We select 10 major 
projects that we want our men to 
sell during the summer months, 
such as future toy orders, guns and 
ammunition, Christmas gifts, in ad- 
dition to completing our program 
with their dealers for their toy or 
gift circulars. 

Besides the major projects we 





have monthly volume quotas. For 
hitting their quotas on the various 
projects we give them points. Every 
salesman is a winner based on the 
total number of points. The two 
top men and their wives win trips 
to the Rose Bowl. Other winners 
were able to select their prizes 
based on their total points from an 
exclusive men’s store. 

A special arrangement on cost of 
the clothes was made by us in ad- 
vance of the contest. You might be 
interested in the fact that last 
years contest cost our company a 
little less than *% of 1 percent 
based on the increase in volume 
over the three month period. 

In summing up this special sales 
incentive may I add that we try 
never to award salesmen prizes that 
we carry in stock but attempt to 
find something that they want or 
need and would have to pay the 
full price for. 

We want our salesmen to earn as 
much as possible, based on a maxi- 
mum percentage of cost to us. We 
are not looking for the last piece 
of business that might come our 
way. So we continually remind our 
salesmen of the cost of each call. 
He, therefore, cannot call on small, 
unprofitable, time-consuming ac- 
counts. Even those accounts that 
he does call on must be educated 
through automatic ordering to do 
much of the ordering themselves 
and to rely on our salesman to ser- 
vice them on promotions, new 
items, ideas and claims. 

We pay no extras for our sales- 
men. He must pay his own way to 
all sales meetings and visits to the 
company. Our monthly meeting on 
Saturday mornings always has 80 
percent attendance, and our semi- 
annual meetings 100 percent at- 
tendance. Because our salesmen 
desire to learn more, they earn 
more and work harder. 

We have never had a sales rep- 
resentative leave to join a competi- 
tor. 

One of the highlights of our 
sales year is our annual banquet 
and sales awards. The salesmen’s 
wives are invited to attend this af- 
fair, along with buyers and other 
executives. 

During this evening three major 
awards are given to deserving men: 

One award for the 
showing the most 


salesman 
sales in our 


metropolitan area. One award for 
the most sales in our rural terri- 
tories. 

The most coveted award, how- 
ever, is a trophy named after one 
of our outstanding salesmen whc 
passed away a few years back. This 
award is given to the salesman who 
shows the greatest percentage of 
yearly gain, the best job selling our 
various programs, loyalty to his 
dealers and to his company. This 
award is determined by a company 
committee of three. 

Emotion surrounds this annual 
affair and one can easily see how 
important this type of recognition 
is to all salesmen and their wives. 

I emphasize the importance of a 
compensation program that assures 
you that your sales force will al- 
ways be out in the field working. 
Such a program should have a 
maximum percentage of cost to you 
and good earning potential for 
your salesmen. Added to a satis- 
factory compensation program is 
the importance of sales awards to 
give your sales force a reason be- 
sides compensation to do even a 
better job. 


Sales meetings 


by William A. Parker, Jr. 
Vice-president 


Beck & 
Gregg Hardware Co. 
Atlanta, Ga. 


We no longer hold a yearly, gen- 
eral sales meeting. We used to 
have a yearly three- or four-day 
meeting. We stopped because the 
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old adage about the mind absorb- 
ing only what the seat could en- 
dure proved to be so true. Besides 
when our men got together each 
morning at 8 a. m., the red eyes 
and aching heads of the “morning 
after” always seemed to interfere 
with a successful meeting. 

For the last few years we have 
been holding regional sales meet- 
ings. These meetings start at 8 
in the morning and end at 4:30 or 
5 in the afternoon. We hold a 
series of these meetings every 
seven weeks. 


Meetings minimize travel 


By holding regional meetings, no 
salesman has to travel more than 
100 to 125 miles to reach the meet- 
ing. The meetings are smaller 
with more discussion time. 

We receive closer attention from 
salesmen. Our men are not away 
from home a single night. 

The cost of regional meetings as 
compared to a single year-end meet- 
ing is slightly higher. But the 
slight difference is more than off- 
set by the closer contact we have 
with our salesmen. 

Also, we get seasonal booking 
and other special merchandise in- 
formation to our salesmen in per- 
son rather than by mail. 

Our meetings are scheduled a 
year in advance. We allot each 
buying department, or merchandise 
classification, time on these sales 
meetings in proportion to annual 
sales and to the need of a particu- 
lar department for promotion or 
for sales meeting time. Each buyer 
handles his own portion of the pro- 
gram, calling for factory aid only 
when, in his opinion, this is neces- 
sary. 

We appreciate and are grateful 
for factory offers of help. Our 
feeling, however, is that our own 
folks know the best way to present 
a line to our salesmen. In other 
words, they speak the same lan- 
guage. 

We have two 15-minute breaks 
and an hour-and-a-half lunch pe- 
riod. We provide lunch and, 
frankly, we allow no alcohol at any 
meeting. 

When factory representatives do 


HARDWARE AGE, November 2, 1961 © 63 





appear on a sales meeting, we ask 
them to do four things: 

First, don’t spend any time giv- 
ing our salesmen a long story on 
the history of the factory. This 
only takes up valuable time and 
doesn’t give any help to our sales- 
men in selling. 

Second, we ask each factory 
salesman to keep his presentation 
away from the technical aspects of 
a line or item. 

Thirdly, we ask the factory man 
to tell our salesmen why his prod- 
uct is better than competitive lines 
and also to give features in non- 
technical terms. If it cuts grass 
better, say it cuts grass better; 
don’t explain the carbon content in 
the blade or the velocity of the 
blade tip at full speed. 

Lastly, we ask a factory repre- 
sentative to tell us how his line, 
or product, can best be presented 
or sold to our dealers: Such things 
as three or four definite, meaning- 
ful selling features, exclusive fea- 
tures, quality, price advantages, 
dating, etc. 

Several times each year we set 
aside a definite time when the sales- 
men can let their hair down at what 
we call a bull session. This is 
where we catch the devil about 
shorts, new lines that are needed, 
mistakes, slow shipping and the 
other problems that, according to 
our salesmen, we seem to have 
about cornered the market on down 


our way. 

We watch our seating arrange- 
ments. Where possible we keep 
the jokesters apart. These guys 
are funny, but by encouraging each 
other a meeting can degenerate 
into a happy hour if you aren’t 
careful. 

We have a planned agenda for 
every sales meeting. We stick to 
this agenda. We do our darndest 
to make every meeting interesting, 
convincing, enthusiastic, lively. If 
a salesman comes to a meeting say- 
ing “Show me,” he gets shown. 

What we shoot for is to have 
every salesman leave a meeting 
with plenty of new selling ideals, 
glad that he came to the meeting 
and glad that he’s selling for Beck 
& Gregg Hardware Co. 

At every sales meeting we try to 
have one or more salesmen take an 
active part in the meeting them- 
selves. This is done by having a 
particular salesman discuss a sub- 
ject such as “The biggest unde- 
veloped potential in my territory.” 
Or it can be a five-minute talk on 
the sale of paint, cutlery, or some 
other product. 

We ask the weak men as well as 
the top man to participate in this 
type thing. After a presentation, 
we will occasionally ask some un- 
suspecting salesman to sum things 
up. This keeps everyone on his 
toes. 

We once asked one of our top 


men how he handled a particularly 
difficult situation. His reply, after 
a moment’s hesitation, was: “Well, 
Bill, I tell you. If a man asks me 
that, I laugh like hell and change 
the subject.” 

Other subjects we have assigned 
are: “What I have done in the last 
30 days to become a better sales- 
man” or “What is your biggest 
problem in selling?” 

There’s one contest that we run 
continually and that we always have 
a lot of fun with at sales meetings 
where all awards are made. This 
is our “Top 20 Contest.” The con- 
test is run on a quarterly basis 
this way: 

If a man is in the Top 20 sales- 
men and falls out of the Top 20, 
he wins a prize—a skunk deodor- 
ized. 

If a man is not in the Top 20 and 
he gets into the Top 20 in sales, we 
give him a wallet for his increased 
earnings. 

Any man that moves up three or 
more places gets a knife. 

The man that wins the skunk has 
to keep it until the next sales re- 
port period. If you think this 
doesn’t cause excitement, try it and 
see. 

We know our regional sales meet- 
ings take more time to plan and 
more time and effort to present. 
When a salesman leaves, however, 
he carries away some real selling 
meat. 


The Answer to Foreign Competition 
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by George P. Sullivan 
Editor, The Iron Age 
Philadelphia, Pa. 


In international trade there is no 
such thing as a free lunch. In the 
world as it exists today there is no 
such thing as complete free trade. 

And yet many Americans feel 
that we should carry the torch for 
free trade; that there is something 
morally wrong in talking about pro- 


tection for American industry and 
workers. 

This notion has somehow become 
imbedded in the minds of a great 
many people in Washington. Even 
the labor unions have been cham- 
pions of free trade, though some 
disenchantment seems to be setting 
in now. 

Those who are concerned about 
this tendency to let down all bar- 
riers are not arguing that, on the 
other hand, we should raise all 
tariff walls and slap on quotas to 
return to the extreme protection- 
ism of the early 1920’s. 





They feel that we should try to 
reach a happy medium, that the 
pendulum may have gone too far 
in the direction of free trade. 

The European Common Market 
is approaching a free trade area, 
within the Common Market. But it 
would be absurd to call that inter- 
national free trade because the 
Common Market has customs and 
quota barriers around it. 

The same thing applies to the 
European Free Trade Association. 

In India and Burma you have 
state trading corporations which 
call the tune on imports. The Brit- 
ish have a high protective tariff on 
jute. The Norwegians protect 
pharmaceuticals. In South Amer- 
ica, average duties on raw mate- 
rials range from 36 to 68 percent; 
on capital goods the tariff is from 
23 to 50 percent. 

Even within the European Com- 
mon Market, there has been little 
or no progress on agricultural 
tariffs. The GATT treaty permits 
protectionist measures though, ad- 
mittedly, the member nations have 
generally showed restraint in ap- 
plying them. 

I am not an expert on foreign 
trade. I offer no simple solution. 
But I do suggest that we make an 
effort to knock down the idea that 
complete international free trade 
among all the Western nations must 
be achieved as soon as_ possible 
without regard for the damage it 
may do. 

Just as we seem to have suddenly 
discovered that we can’t continue 
to give money away all over the 
world, we may be about to discover 
that we can’t give tariff concessions 
away all over the world. 

We have to get off this ivory 
tower kick on free trade and be as 
realistic about it as our European 
and Asiatic friends. 

Without getting involved in de- 
tails, may I suggest just one area 
where we have been overplaying 
this idealistic game? We in the 
United States have been very liber- 
al in our treatment of imports from 
Japan; the European nations have 
not. They have far more restric- 
tions on imports from Japan than 
we have. 

If we hadn’t been willing to buy 
Japanese goods, in quantity, Japan 
would almost certainly be under 
Communist control today. 

But, now that Western Europe 


is bustling with prosperity, is there 
any reason why Japanese exporters 
shouldn’t have the same opportuni- 
ties in Europe as they have here? 
When you get that one answered, 
and it isn’t easy to sell, you are one 
step closer to an understanding of 
the problem which I feel we in the 
United States face today. 

We have rebuilt Europe and 
parts of Asia in an effort to halt 
the Communists. It was a good job 
and it had to be done. 

It may now be time to moderate 
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our native generosity with a dose of 
intelligent self-interest. When you 
say things like this you are often 
accused of wanting to “turn back 
the clock.” 

But I say to you that if the clock 
is running too fast, it has to be 
turned back, to a point where it is 
in tune with the times. 


Status of Equal Taxation 





by H. L. Thompson, Jr. 
NWHA Committee on 
Equal Taxation 

and 

President 
Bostwick-Braun Co. 


Toledo, Ohio 


Since reporting to you a year ago 
our competition in the wholesale 
hardware field from tax-free co- 
operatives has continued to grow. 
Various reports indicate the de- 
velopment of new hardware co-ops 
in different parts of the country. 

The tabulation of hardware 
wholesalers published by the Na- 
tion Retail Hardware Assn., in- 
dicates new ones in Massachusetts 
and Missouri since the last pub- 
lished list. I am sure there are a 
number of others. 

In addition to this it has been 


reported that one of the coopera- 
tives operating out of Chicago has 
expanded its field by purchasing an 
older co-op in Zanesville, Ohio. 

Another co-op brags in the trade 
press that it has increased its 
volume by $1 million a year for a 
period of 14 years. How many of us 
can talk about such expansion? 

There is a very simple answer to 
all of this. Due to the tax freedom 
granted to these co-ops by our own 
government, they are able to ex- 
pand and grow and will continue to 
do so until the laws of our land are 
corrected. 


What has your Committee on 
Equal Taxation done during this 
past year to help bring about the 
much needed reform that we all 
know is necessary? 

First of all, it was necessary for 
us to get familiar with the new ad- 
ministration. 

With the change in parties there 
are always new concepts and ideas 
involved, and just what the think- 
ing would be on equalizing taxation 
between competing businesses was 
hard for us to anticipate at the 
start. Very shortly, however, it ap- 
peared that the new administration 
had definite interests in developing 
tax reform and closing tax-free 
loopholes. 


In February our managing direc- 
tor, Tom Fernley, and I spent a day 
in Washington conferring with of- 
ficials in the Treasury Department 
who were responsible for recom- 
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mending tax reforms to Congress. 

In addition, we conferred with 
officials in the Commerce Depart- 
ment and here found a most recep- 
tive and interested group. We left 
Washington with a strong feeling 
that this was a year when some- 
thing would be accomplished. 

Next, the latter part of May, the 
House Ways and Means Commit- 
tee held hearings on the important 
subject of tax reforms. At this 
time, again, Tom Fernley and I 
along with the help of Howard 
Price and Norm Luekens appeared 
before the Ways and Means Com- 
mittee with testimony for our Asso- 
ciation, explaining the need for tax 
reforms. 

The Committee was most atten- 
tive and raised a number of ques- 
tions all of which helped us greatly 
in amplifying our remarks. 

Following the hearings, Tom 
Fernley and Howard Price made 
personal contacts with a number of 
congressmen and senators whom 
they knew, while Norm Luekens 
and I also called on congressmen 
and senators from the state of 
Ohio. 

Everywhere we went we were 
most cordially received and a great 
deal of interest shown in the prob- 
lems that we presented. Again we 
left confident that the legislative 
bodies of this country were going 
to do something about the problem. 

Subsequent to these hearings, 
Wilbur Mills, chairman of the 
Ways and Means Committee, and 
other members of the Committee, 
gave definite indication that action 
would be taken, and that a bill 
would be reported out to the House. 

However, you were all aware of 
the pressure brought on Congress 
in its closing days for enactment 
of certain of the presidential re- 
quests. In the midst of this I am 
sorry to say our legislation on tax 
reform was delayed. 

Please remember that the next 
Session will be the second Session 
of the 87th Congress, and all the 
personnel we have been consulting 
with will be the same (with the 
one exception of the Speaker of the 
House). 

Our accomplishments, however, 
have been tremendous. Today the 
general attitude is not that of 
“Should the cooperatives be taxed ?”’ 
but rather, “When will the coopera- 


66 « HARDWARE ACE, November 2, 1961 


tives be taxed and how much?” 

Along this line I should like to 
digress for a minute and tell a 
story of a personal friend of mine 
who has been an ardent cooperative 
man for years. 

Many years ago he moved to 
Florida to engage in the citrus 
fruit and sugar cane business. I be- 
lieve that at the present time he is 
president of three cooperatives and 
a member of many more. 

We have argued the. subject 
every time that we met, and his 
attitude has always been if the 
government is so stupid that it 
grants him such a tax advantage he 
would be a fool not to capitalize 
on it. 

One day this summer I unexpect- 
edly ran into my friend on the 
street. His first question was 
“Larry, do you think I will have 
enough time to pay off the second 
mortgage on a new co-op before we 
are taxed?” To me an admission 
like this clearly indicates that even 


the cooperatives themselves know 
that taxation is inevitable. 

Change in basic lawmaking phi- 
losophy is never accomplished 
easily, and we dare not for a min- 
ute let up on our efforts with con- 
gressmen and senators. The only 
way that legislation will ever come 
about is if we keep everyone in 
Washington alerted to the need for 
corrective action. 

Right now, while Congress is ad- 
journed, we should all be in touch 
with our congressmen and senators. 

Let’s make it a point to talk to 
them at every opportunity, explain- 
ing the need for legislation to put 
us on an equal footing with our co- 
operative competitors. In this way 
when they return to Washington 
for the next session of Congress, 
they will be in a receptive mood for 
enactment of the proper laws. 

For the future, we have been re- 
liably informed that one of the first 
subjects to be taken up by the sec- 
ond session of this Congress will be 


Manufacturers 
Awards 


The National Wholesale Hardware 
Association made three awards to 
manufacturers for “outstanding 
contributions to the industry,” dur- 
ing the past year. An engraved 
plaque was given to a representa- 
tive of each of the companies. 


Corning Glass Works, Corning, N. Y., 
is the first firm to receive a second 
NWHA award. Corning's J. A. Cel- 
aschi, general sales manager, dis- 
plays citation and plaque. 


Accepting the award for Master 
Lock Co.,. Milwaukee, is E. J. Tower, 


sales manager. 


Floyd C. Brandon, Eastern manager, 
Daisy-Heddon Sales Co., New York 
City, accepts the award for his com- 
pany from out-going NWHA presi- 
dent Howard W. Price. 





tax reforms. Included in this wil] 
be the equalizing of taxation be- 
tween cooperatives and other com- 
peting businesses. 

Personally, I am somewhat dis- 
turbed that 1962 is a congressional 
election year, But in spite of this, 
[ am hopeful that if action is taken 
early enough it can be passed 
through both congressional bodies. 

Sentiment certainly is for such 
legislation, and I believe that today 


the fear of political consequences 
is much less than ever before. 
During the year Tom Fernley 
has been most generous in the 
amount of space that he has de- 
voted in his Monthly Bulletin to the 
subject of equal taxation. I sin- 
cerely appreciate his fine help, and 
more than that, I do appreciate the 
fine support from all of our mem- 
bership in contacting their Con- 
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gressmen and Senators throughout 
the year. 

Our supporting organization, 
The National Tax Equality Asso- 
ciation, has spent a most active and 
productive year. Without them we 
wouldn’t have a chance to develop 
the legislation that we need. 


Better Profit Through Better Operations 





by J. L. Meagher 
President 

Stratton & Terstegge Co. 
Louisville, Ky. 


At the convention in 1959 the 
Distribution Cost Accounting Man- 
ual was introduced. At that time 
considerable concern was being ex- 
pressed by all distributors over the 
trends of the full - functioning 
wholesaler. 

In the early part of 1960 Mr. 
Terstegge, then our president and 
now chairman of our board, brought 
to the attention of the directors the 
past 10-year history of our whole- 
sale operation, the reduction in 
margins and the continued increase 
in expenses. 

The analysis showed quite visi- 
bly that sales in 10 years had only 
increased 8 percent while our oper- 
ating expenses (i.e. office, ware- 
house, selling, and administrative) 


had jumped 82 percent. The result 
—diminishing profits to a frighten- 
ing level. 

In March of 1960 we had applied 
DCA cost accounting to our 1959 
figures and we began to get a 
pretty thorough analysis of what 
the small line values, the small or- 
der, and the many services we have 
had to render were doing to our 
operations. 

In our warehouse operation, the 
wage scale had almost doubled in 
the 10-year period, yet we had no 
standards or controls by which to 
measure and regulate the workload. 

We had a simulated scheduling 
but the peaks and valleys of busi- 
ness would cause us to throw these 
by the wayside. 

In the latter part of 1959, with 
outside help, we set up a scheduling 
system. This was done by taking 
all incoming orders and placing 
them in a schedule bank. 

The function of this schedule 
bank was to group orders into dock- 
loading sequence—and issue them 
to the warehouse departments in 
measured, orderly loads. 

The schedule bank is the heart of 
the scheduling operation for it es- 
tablishes the pace that order filling 
and shipping activities will be 
geared to. 

Orders are then sorted into cate- 
gories: peddle runs, regular orders, 
city runs, will calls, waitings, spe- 
cials, and employee orders. 

Orders are selected from the bank 
in accordance with a fixed loading 
schedule, and in a sequence that will 
approximate hourly line item out- 


put standards for each department. 

If loads should vary above or be- 
low standards the warehouse man- 
ager receives hourly reports of 
these loads and the work force can 
be fluctuated to meet the demand. 


What did this schedule do for us? 


It allowed us to process orders in 
an organized fashion that assured 
customers of better service. 

From the time an order is placed 
in the schedule until it is loaded on 
an out-going truck is four hours. If 
a common carrier order is received 
on Monday it is placed in the sched- 
ule at 3 p.m. Monday, loaded on an 
out-going truck at 10 a.m. Tuesday 
in plenty of time for inter-city 
transfer, and on a straight line haul 
is delivered on Wednesday morn- 
ing. 

A city order received up until 1 
o’clock in the afternoon will be de- 
livered the following day. 

The only thing that would inter- 
fere with this schedule is poor 
credit. 

This scheduling had given us an 
organized method of processing or- 
ders, but it still did not give us a 
measurement to control the work 
force. Therefore, in March of 1960 
we again approached this problem 
with outside help. 

After a 2-week survey we found 
that our warehouse personnel were 
operating at 60 to 65 percent of 
efficiency. It wasn’t that we had be- 
low average employees; the problem 
was to make them understand what 
was expected of them and to pro- 
vide our supervisory personnel with 
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the tools with which to measure the 
personnel under them. 

Therefore, throughout our entire 
warehouse operation we set stand- 
ards for each department. 

The basis of performance stand- 
ards depended on the number of 
line items sent to each of our nine 
departments in the warehouse 
which would call for so many stand- 
ard hours of work to complete the 
orders. 

The standards were then matched 
against the actual hours worked to 
come up with a performance rating. 


Here's what we gained 


We also set standards of proce- 
dure in our receiving and shipping 
departments, based on the number 
of cartons processed. 

What are the results of establish- 
ing standards in regard to improved 
profits and efficiency ? 

In 1960 our overall performance 
in the first 10 weeks of the new sys- 
tem was 75 percent. Remember, the 
original survey showed that our 
efficiency was 60 to 65 percent. 
~ In 1961 our overall performance 
in the first 35 weeks is 94 percent. 
In our eighth period of 1960 the to- 
tal hours worked were 15,654. In 
1961 in the same period the total 
hours worked were 13,502. This is 
a 14 percent reduction in hours 
worked with a 4 percent sales in- 
crease in the 1961 period. 

Thus far this year our warehouse 
payroll has been reduced 26 percent 
by maintaining a close tolerance on 
the number of employees needed to 
get the job done. 

The DCA study also brought to 
our attention the weak departments 
within our operation. 

Within these departments we 
analyzed every item based on two 
figures. First, those items that 
gave us less than $25 in sales per 
year. Second, those items which 
had a line value of less than $2. 
A $2 line value was too low as far 
as being profitable is concerned, but 
it was a starting point. 

Based on our analysis we esti- 
mated that we could drop approxi- 
mately 8300 lines or items and elim- 
inate $286,000 from inventory with 
an estimated loss of only 1 percent 
in sales. Since 1959 we have 
dropped a total of 7410 line items. 

We are convinced that we can sell 
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merchandise rather than be merely 
an order-taker. We are trying to 
compel our salesmen to sell the 
dealer on what he needs and what 
we carry rather than cater to the 
dealer’s every desire. 

How have these steps had a direct 
relation to efficiency and profits? 

We have been able to reduce ex- 
penses throughout our entire oper- 
ation because fewer lines and fewer 
items mean less stock review, fewer 
purchase orders, fewer factory in- 
voices, fewer accounts payable, less 
mail, and therefore less personnel 
to handle the work. 

In January of this year we ini- 
tiated a number of new policies 
through our sales force designed to 
increase our efficiency and service 
to the dealer. 

First, in the category of freight 
allowances. Under no circumstances 
will freight charges be allowed on 
shipments of less than minimum 
weight. No parcel post nor express 
charges will be allowed. We will al- 
low full freight on any order of 
$150 or more when sold at proper 
zone prices. 

In the city, no orders under $10 
will be delivered by our truck. 

Country orders for less than $50 
will be delivered by our truck but a 
service charge of $1.50 is made for 
such delivery. 


Minimum order policy 


Minimum orders on which com- 
mission will be paid to the salesmen 
have been established. Any order 
for less than $25 sent in by a sales- 
man, or placed by a customer, will 
be sent through as a house account, 
and no commission is paid to the 
salesman. 

A minimum charge of $2 is made 
for any repair order, or for any 
merchandise order under $2. Post- 
age and other charges are in addi- 
tion to the minimum $2 charge. 

An order for $50 or more must 
accompany any customer’s applica- 
tion for opening an account. 

Terms are 2 percent 10 days, net 
60 days. 

Any account that is 30 days past 
due will be stopped and no further 
shipments will be made until ar- 
rangements are made with our 
credit department for settlement of 
the past due account. Interest is 
charged on past due accounts. 

Here we are trying to eliminate 
the small order and, if necessary, 
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the unprofitable accounts. Last year 
we scrutinized our books and 
checked every account that gave us 
less than $250 for the year. 

We submitted this list of ac- 
counts to our sales force and asked 
them to eliminate those that did not 
have a potential of $250 a year or 
more. 

We will not refuse an order from 
such a customer if he mails the or- 
der to us, but our salesmen are not 
allowed to solicit business from 
such concerns. 

With regard to policy changes, 
this is difficult to evaluate except in 
terms of accounts and average or- 
ders. 

The average invoice for every pe- 
riod thus far in 1961 is higher than 
the average invoice of 1960, and 
seems to be growing all the time. 
More gross dollars on each order 
permit us to handle the orders at 
less cost. 

Line item value has not increased 
in the same proportion but shows 
signs of growing in the last few 
periods. 

To be factual, in the first period 
of 1961 the average of each order 
was $1.15 higher than in the same 
period in 1960. In this tenth period 
which we have just completed, the 
average order was $102.53, as com- 
pared to $76.78 a year ago—an in- 
crease of 25.1 percent. The average 
per 10 periods to date is $88.16 per 
order in 1961 against $73.56 per 





Thomas A. Fernley, Jr. 
Managing director of National 
Wholesale Hardware Assn. 





order in 1960 — an increase of 
$14.60 or 16.6 percent. 

The things we are doing at Strat- 
ton & Terstegge Co. may not solve 
the problems in your business, but 
we feel that these ideas may stimu- 
late your thinking. 

Our operating expenses have 
dropped 20 percent from a year 
ago as a result of the steps we have 
taken thus far. Naturally, some of 
this is due to decrease in volume, 
but we are pleased that we were 
able to reduce our expenses far be- 
yond the reduction in volume. 

We are continuing these changes 
plus additional steps, and we wish 
that our competition would follow 
us on some of our policy changes 
for we are convinced that eventu- 
ally, they will be forced to take 
steps of their own. 

Our greatest pressure comes 
from our sales force which con- 
stantly reiterates that our compe- 
tition is not doing ‘this or that.’ 

However, we intend to stand by 
these decisions and see them 
through. With the reduction in ex- 
penses we know that as we pick up 
in sales we have placed ourselves in 
a better position for a more profit- 
able operation. 

In our eighth period alone, when 
we ran a sales contest, we experi- 
enced a substantial increase in vol- 
ume and realized our most profit- 
able period since 1959. 

We believe in the future of the 
hardware business, not as it was 
yesterday but with changes for a 
bright tomorrow! 





Arthur L. Faubel 


Secretary-treasurer of American 
Hardware Manufacturers Assn. 


How We Use DCA 


by Charles M. Harrell 
President 

Bluefield Hardware Co. 
Bluefield, W. Va. 


Most hardware wholesalers are 
well financed, they discount all in- 
voices and they are healthy enough 
financially to help dealers with their 
money problems. 

We are blessed with dealer loyal- 
ty earned, over many years, by pro- 
viding essential services. 

The sincere personal approach 
between retailer and _ wholesaler 
that can not be replaced by any 
electronic device is an asset. 

Another big asset developed for 
us by the National Retail Hardware 
Association is the Turnover Hand- 
book, a counter catalog service for 
the retailer, printed by the whole- 
saler, designed to provide your re- 
tailer with a new concept in mer- 
chandising. 

Actually, in using the Turnover 
Handbook, our warehouse becomes 
in reality, the dealer’s warehouse. 
The catalog gives the dealer his 
actual cost on each item, suggested 
retail based on a variable mark up, 
together with a suggested inven- 
tory level designed to achieve a 
greater turnover, so essential to 
survival in today’s market place. 

Add to this another monumental 
advance in catalog service to the re- 
tailer by his wholesaler. Follow 
the arrow and you follow an infla- 
tion-controlled market, a device that 
will actually double the retailer’s 
net profit. Each increase in price 
by a manufacturer, which in effect, 


is a rise in the market price level 
of his product, is indicated in the 
catalog by an arrow pointing up- 
ward. The manufacturer, without 
asking our permission or the per- 
mission of the retailer, increases 
his price, which is justified, no 
doubt, by increased material and 
labor cost. 

Immediately, we mail change 
sheets to the dealer with an arrow 
pointing upward, indicating an in- 
crease in price by the manufac- 
turer. 

We urge the dealer to immediate- 
ly change the resale price on the 
merchandise he has in stock, al- 
ready paid for. If the dealer has 
the courage to conform, he will, 
without a doubt, double his net 
profit. 

Further, the Turnover Handbook 
is also the answer in many ways to 
meeting the competition of dis- 
counters. 

Imagine a retailer having on his 
counter, illustrated as well as 
priced, a complete catalog of 20 to 
40 thousand items available to him 
from his wholesaler’s warehouse. 


Let us lift our hcads 


In effect, our catalog departments 
should be considered our research 
departments, since through the 
Turnover Handbook, counter cata- 
log, we can continually train our 
retailers and their personnel to put 
more accent on intelligent selling, 
achieve increased turnover and 
earnings with increased net profits. 

Today we live in a distribution 
rather than a production economy. 
More than 11 million people are en- 
gaged in wholesale and retail dis- 
tribution. However, I think you 
will agree that neither we, as whole- 
salers, nor the public at large rec- 
ognize the importance of distribu- 
tion or the service we perform, and 
many times I doubt that the manu- 
facturer does. 

How many times have you heard 
our business referred to as a “rat 
race”? To be sure, with 11 million 
people involved, it, of necessity, will 
constantly change, and will be 
fiercely competitive. 

Let us accept with pride the chal- 
lenge of bringing to more people in 
everyday life, more comfort, more 
convenience, a higher standard of 
living. 

Two years ago at our convention 
we found new direction to many of 
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our problems when Pres. Howard 
Price, acting as chairman of a re- 
search committee, presented dis- 
tribution cost accounting. 

Actually, manufacturers are buy- 
ing a distribution service, from us 
wholesalers. 

We must know, without guessing, 
our exact cost of operating each de- 
partment. Most manufacturers will 
work closely with us if we have 
facts that prove conclusively that 
their lines are unprofitable or at 
best break-even. 

Distribution cost accounting, by 
using 10 allocation factors, allo- 
cates total operating expenses to 
each department, giving a true pic- 
ture of the cost of each necessary 
function or service of a_whole- 
saler. 


We find weak spots 


For example, the cost of ware- 
housing hard surfaced floor cover- 
ing is much greater than builders’ 
hardware, in terms of square feet 
of floor space required. 

The department with a high per- 
centage of invoice lines should be 
charged his proportionate part of 
the cost of maintaining the billing 
and bookkeeping function. 

We started distribution cost ac- 
counting on Jan. 1, 1960, without 
adding any personnel to our pay 
roll. In fact, we even printed the 
forms in our own catalog depart- 
ment with a cost of less than $1 
per year. 

Our DCA report for January, 
1960, indicated that six depart- 
ments out of eight lost money. 

Our report for the first quarter 
indicated a loss by five depart- 
ments with a gain by three. 

Knowing that an increase in sales 
would cover up a lot of mistakes, 
we agreed to give each one of our 
department heads a year-end bonus 
based on the net profit earned by 
his department. 

Each department manager was 
given equal time at our sales meet- 
ings. 

Our DCA report for the second 
quarter, 1960, showed a substantial 
increase in sales and an increase in 
gross profit as a percentage of net 
sales. 

However, we found that three 
departments losing money in the 
first quarter also lost money in the 
second quarter. 

In effect, earnings in the profit- 
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able departments were supporting 
the unprofitable departments. 

We also found that the unprofit- 
able departments also had less than 
two turnovers per year. They were 
also guilty of having the highest 
percentage of mark outs and back 
orders. 

We were looking for direction and 
we surely found it through distri- 
bution cost accounting. 

Fortunately, we had a pension 
plan and because of ill health, two 
department managers were eligible 
for retirement. One of the assist- 
ant managers was given a terri- 
tory on a commission basis. 

We started, at this time, an em- 
ployee stock ownership plan using 
the services of a local bank. For- 
tunately, dividends more than off- 
set the interest charge and today, 
more than 48 percent of our em- 
ployees are stockholders. The sav- 
ings in operating cost was we!l 
worth while, besides being an ex- 
cellent investment for all employees. 

At year end, 1960, seven of the 
eight departments showed a net 
profit, however, one department 
just squeaked by with less than 
3/10 of 1 percent profit on net sales. 

Ours is a 4-story warehouse. Late 
last year we installed a man lift ad- 
jacent to ovr shipping and will call 


for departments, giving our em- 
ployees a lift to the fourth floor in 
33 seconds. This lift saved up to 
80 man-hours per week. The em- 
ployees like it and management 
loves it. Our cost installed was 
slightly under $3,000. 


Several years ago we went all out 
for maximum warehouse security. 
Our first move included a recording 
lock to our warehouse. All other 
outside doors are barred from in- 
side. 

Each morning the recording lock 
is checked and in case the ware- 
house has been used after working 
hours, the man responsible for that 
particular coded key makes a re- 
port. 


Our second move included a sec- 
tion of our warehouse partitioned 
off to give maximum security to 
certain merchandise that has great 
appeal to most men and particu- 
larly warehouse employees. 

Two men are responsible to the 
warehouse manager for this lock- 
up section, keeping their own in- 
ventory which is _ periodically 
checked with our master inventory. 

Our third move included an em- 
ployee parking lot across the street 
from our warehouse, rather than 
in a lot adjacent to our warehouse. 


A panel discussion on.. 


Selling Against a Price Cut 





by A. B. Lewis 
President 


Palmer-Donavin Mfg. Co. 
Columbus, Ohio 


Practically everything we hear 
and read today serves to emphasize 
this “period of utter confusion” in 
which we are now living. As I tell 
you of the ideas I have had on this 
topic, | may reveal that I am more 
than a little confused myself. 

Meeting a price cut may sound 
simple to some people. But we all 
know the solution is far from 
simple. As I thought over the topic 
it seemed to fall into three cate- 
gories. 


First of all, is it a price cut? 
Then if you decide that it really is, 
can you or should you cut your 
price to be competitive? 

Third, and perhaps most im- 
portant, what can ycu do to main- 
tain your price and still sell the 
dealer? 

Under the first heading, is it a 
price cut?, things may not be what 
they seem. Perhaps the supplier has 
a lower cost price than you have. 
Perhaps the product he is selling is 
not the same quantity, nor of the 
same quality as yours. The poten- 
tial customer may not realize that 
there are many products where 
this could be possible. 

Check your own calculations. Have 





you figured the right cost? Are you 
buying at the best or lowest going 
price? 

Check the quantity figured by 
your competitor. He may be using 
a very different volume for calcula- 
tion. 

Check the quality of the product 
on which he has quoted. Is it the 
same as yours? 

Check the service offered by your 
competition. Did he really offer 
something you failed to offer? 

It is rather hard to always be 
able to check competitive prices and 
competitive discounts. Functional 
discounts are sometimes quite mis- 
leading, 

It is important that you make 
sure whether freight or delivery 
charges are or are not included in 
the price. With our high freight 
rates and delivery costs today this 
is an important item. 

And now for the second point, 
can you or should you cut your 
price to be competitive? 

I believe we must consider the 
many types of suppliers and com- 
petitors that we are selling against: 
The desk wholesaler, warehouse 
wholesaler, pseudo wholesalers, 
dealer, dealer-builder, cash and 
carry, D.P.U., pre-cutter, pre-fabri- 
cator, contractor, applicator, co-ops 
and many others. I mentioned the 
various types of suppliers at this 
point to make sure that we are not 
out of place as we may be trying 
to sell at some level other than at 
the distributor level. 

Quite often we check low prices 
and there is no question about 
whether or not we will even try to 
meet them. 


by Allen H. Kirby, Jr. 


Director of sales 
Berger Bros. Co. 
Philadelphia, Pa. 


Discounting has become a dan- 
gerous business, on all levels of in- 
dustry. It is more serious now, a 
greater threat than it has been in 
my 46 years of experience. 

It must be checked, or many, 
many merchants will be eliminated 
from the scene before much more 
time passes. 

Too many wholesalers are trying 
to match discounters, and trying 


to survive on a 5 percent gross 
profit. This cannot be, for it’s be- 
low operating costs today. 

We must get back to selling qual- 
ity and giving service. Quality has 
been forgotten by too many whole- 
salers. They’ve been too quick to 
believe the stories that identical 
merchandise is available much 
cheaper at discounters’. A check 
shows that what looks like identical 
goods are often actually lighter 
weight or otherwise cheapened. 

Also, the discounter customer is 
ignorant of the fact that related 
fittings often cost more, and that 
credit, free delivery, etc., are not a 
part of the discounter’s price. 
When customers understand the 
full story, and it must be sold, the 
discounter will lose some of his 
luster. 

A return to salesmanship is vital. 
There is today a poorer quality of 
salesmen and many bosses than be- 
fore the second war. 

Many wholesalers believe they 
can skimp by on narrow margins 
when the volume is big enough, 
thus they concentrate on volume in- 
stead of hard-selling quality goods. 
A good friend of mine recently con- 
fided that he came out with a “0” 
profit last year on the $1 million 
account by working on a narrow 
margin. 

Our policy now is to sell quality 
and service for all it’s worth. Our 
basis for this is found in the old 
axiom: 

“None but the rich can afford to 
buy cheap material.” 


by Daniel Cades 


President 
Northeast Rooting Supply 
Philadelphia, Pa. 


A good many commentators on 
the business scene t’ lay are aware 
that business appears to be brisk, 
but that we are enjoying what has 
been referred to as a “profitless 
prosperity.” 

In part this is due to rising costs 
of both labor and administration, 
increased cost of money, and the 
need for greater amounts of capital 
for the swelling receivables and bad 
debt reserves. But more to the point 
of this meeting, the profitless aspect 
is due to the increase in the gen- 
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eral practice of what has been re- 
ferred to as price cutting. 

Price should not necessarily be 
the price which has been set by cus- 
tom, tradition, or even a suggested 
list. It should, however, be based 
on services rendered, and include a 
desirable return. 

How do we arrive at this desira- 
ble return? Essentially, distribu- 
tors’ prices are administered prices. 
By administered price, I do not 
mean one which has been arrived 
at by any form of collusion. 


But I do mean its use as the econ- 
omist does; to explain the way at 
which prices are arrived. There are 
basically three ways: 

(1) General competitive prod- 
ucts, where prices are based on a 
mark up over costs. These are usu- 
ally set by a leading company with 
the rest of the industry following. 
Then, using its true cost, prices 
may be modified for selective sell- 
ing. 

(2) Prices set by c. stom. In this 
pattern, the price has been pre- 
determined for various reasons, 
then the best products or the most 
advertised product that can be sold, 
are offered at that price. 

(3) In sales of products of stand- 
ard quality and form, management 
must determine from costs, what 
price to set for its own product. 
This is the category in which most 
of our materials are sold. Here the 
marginal operator too often is in 
the position to affect the market. 

The decision, then, on price cut- 
ting or meeting, or whatever you 
choose to call the reduction in the 
amount of the difference between 
all of your costs and an established 
selling price, may not, perhaps 
should not, be the decision of sales 
management alone. 


Consultation with the comptrol- 
ler, treasurer, or your accountant, 
might be advisable. The ratio be- 
tween an increased volume and de- 
ereased percentage of burden (or 
overhead costs) might indicate the 
wisdom of a price cut as a tactical 
move. Conversely, your competitor 
may have calculated such a move, in 
which case you may be wrong in 
assuming that he “will go broke at 
that price.”’ 
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A Poor Man's IBM 


by J. H. Wilkinson 
President 

J. H. Wilkinson Co., Inc. 
Greensboro, N. C. 


It’s said that a business must 
have a volume of some $3 million to 
use IBM-type equipment to control 
and reveal costs. Our volume is un- 
der $1 million, but this doesn’t 
mean we can’t use modern controls 
to guide our way. 

Our quest for tighter cost con- 
trols sent us to accountants for a 
better method than our former hit- 
or-miss system afforded. 

The accountants suggested three 
ways to do the job: 

(1) Farm out the work to data 
processing centers. 

(2) Use a tape punching ma- 
chine. 

(These were feasible, would run 
about $175-200 monthly in cost. ) 

(3) Use a modified punch card, 
available from the Royal McBee Co. 

We chose the latter, because we 
could afford it. And because it 
would give us only the limited data 
we needed, to be exact: 

—Name of salesman. 

—Product, by division and by 
section within a division. 

—Trading area. 

—Cost and retail. 

All of these are covered by one 
simple data card that is processed 
for every line of every order. Each 
day’s tapes covering invoices are 
counter-checked against the 
amounts for the day’s cards. They 
must balance, and we search for the 
mistake until they do balance. 

The cards’ uses can be widened, 
but we are happy with the limited 
data described. The extra work- 
load on our office girl is barely 30 
minutes a day. 

We have learned what merchan- 
dise we are shipping to what towns 
and trading areas. We know our 
sales winners at once. We are, in a 
word, now flexible to a degree we 
have never before experienced. 
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PRO Group Plans For Next Year 


aq 4 

a bale pacers : : on " ; — . : - > 
& asc .% . = 
Diy ti | a mm, ' 
— = & Doe 
sang” a 4 


€ . L, \ em Ded 


- 


ar 
cs 


. "4 ¥ ' 
; . 


ae 
» = as 


Y 


PRO Distributors from many states gathered for a two-day meeting at 
Atlantic City's Hotel Traymore, Oct. 21-22. Group buying plans and an 
expanded promotion schedule for 1962 highlighted the meeting. Special 
attention was given to newspaper advertising and private label merchandise. 


Liberty Distributors Discuss Merchandising Plans 


Liberty Distributors held a 2-day meeting prior to the Atlantic City Conven- 
tion. All members were present. Discussions centered on merchandising op- 
portunities, manufacturers selling discount stores, and the groups mid-winter 
and spring circular. The Bargain-of-the-Month Committee had met in Phila- 
delphia earlier and at the meeting in Atlantic City announcement was made 
of items for the next six months. 


A record of price trends on raw materials and finished products 


Here are tables showing the values of manufactured hardware, a 
representative cross-section, as compiled by Oliver Bros., Inc., for a 
period of nearly 50 years, and for raw materials. The table showing raw 
materials begins on page 99. Here is the table on the values of 
manufactured products. 
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Editor's Note: Presented herewith is the 1961 edition of the Table of Values of Manu- 
factured Hardware and affiliated lines compiled by Oliver Brothers, Inc., information 
and buying service for wholesalers. This table supplements the Table of Values of 
Iron, Steel, Wire and Metals which is also published as an insert in this issue. 
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From December, 1913 tc 


Published by Hardware Age, Chestnut and 5 
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MATERIAL 


Unit 


Dec. 
1923 


Dec. 
1928 
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Steel railroad spikes, % x 514 


100 Lb. 


2.15 


3.00 





Track bolts, square nut, 34 x 3% 


100 Lb. 


4.00 


3.81 


4.22 





Crow bars, 10 to 26 Ib., average all sizes......................5.. 


100 Lb. 





Striking hammers, Oregon pattern, 6 


July, 1928 and later, by the piece. 
Previeus prices per 100 ibs. 





Railroad picks, 6 lb 





Machine bolts, % x 4, C. T., Sq. & Sq., carload 


Doz. 
100 Pcs. 
































Hot pressed{nuts, square, ' in., reg., carload, bulk# 


Since April 1, 1927, per 100 
pieces. Previews prices per 100 ibs. 





Iron turnbuckles, 1 x 6 in., take up, with stub ends 


100 Pcs. 





oo "| fig; *-/| @| & 


Spring cotters, steel 4, x 11 


1000 Pcs. 
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R. H. steel rivets, 4 x 14, in kegs 


100 Lb. 





Upholsterers cut tacks, No. 4, blued, in bulk* 


100 Lb. 





Wood screws, flat head, steel (new list prices May 1957) 





Shovels, plain back, No. 2, C grade 


Per Cent Off List 
Doz. 
































Ball tip, loose pin, steel butts, 344 x 34, plated, No. 241F 


Doz. Pr. 





Wrought brass butts, 2 in. narrow 

















Stillson pattern wrenches, 10 in., steel handle 





Monkey wrenches, steel handle, 10 in 








Files, 10 in. flat bastard 








Carbon twist drills, 1 in., round straight shank, Jobbers Lengths...|__ 





Chisels, plain handle and edge, 1 in. socket firmer 
































Soldering coppers, 3 lb. per pr 

















Post-hole diggers, Atlas pattern, 4 ft. handles 











Car movers, Badger #9, (Since 1964 #249)................ eh aiccele 


Doz. 








Wire rope, plow steel, 6 by 19, % in. bright, non-preformed, f.c.... . 
(Prices previous to 1948 on crucible cast steel, now discontinued.) 


100 Ft. 











Poultry netting, 2-in. mesh, 20 gage wire, galvanized after woven 
(Prev. to Sept. 30, 1947 were quoted on galv. after woven only.) 


Roll of 600 Sq. Ft. 
carload 





Wire screen cloth, 12 mesh, black, less than carload. Since 1960 
I ee is Ceo dled ey webs v ue eaves eeéare 


100 Sq. Ft. 
lL. ¢. 1 











3.61 








1.80 





1.36 


1.29 





Galvanized water pails, 10 qt., light pattern, less than carload 


Gross 


18.12 


20.78 





Enameled cast iron ainks, flat rim, 18 x 30 


Each 





Finished brass compression bibbs, standard pattern, for L P. & in.e 


Doz. 





Axes, handled, first quality standard grade, = hi bit, base 
(Prices prior to Sept. 30, 19561 on unhandled. 





Circular spring balances, 30 Ib. x oz........... 2... 26. cee ee 











7.60 





7.50 











Lawn mowers, 16 in., ball-bearing, medium grade, 5-blade (prices 
previous to 1944 based on 14 in., 4-biade, cast iron) 


Each 


























7.00 











3.76 





4.10 








Col. No. 


* Prices previous to June, 19826, were on American Cut Tacks now discontinued by most manufacturers 
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production. Manufacturer of finished all brass bibbs was temporarily discontinued on March 17, 1942. 
but resumed in March. 1947 





we re Compiler's Note: Lists and discounts have been reduced to unit pricés or unit quan- 
tity prices as required. In doing this, consideration has been taken of the fact that list 

prices on some items have been changed from time to time and the net prices shown 

are based upon the lists and discounts in effect on the dates given. The data for Wood 

. ember 1913 to Se tember 196] Screws represent the discounts reduced to a unit percentage. The prices shown rep- 
| Dp | resent what would be recognized as a reasonable wholesale price allowed by the manu- 


facturer to the wholesaler. 
Published by Hardware Age, Chestnut and 56th Sts.. Philadelphia 39, Pa. 
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Builders’ Hardware 
Convention 





Contract distributors sharpen 
sales tools for tomorrow 


Distributors examine ideas on how to use manufacturers’ 


literature, and promotions to reach architects, home builders. 


Tools to produce more sales next 


year in contract builders’ hardware © 


were examined, sharpened and their 
uses discussed during the Builders’ 
Hardware Convention Oct. 15 to 18 
in Miami Beach. 

Distributors were interested in 
the use of manufacturers’ litera- 
ture, how they can participate in 
home builders’ shows, and how they 
can reach the architects. Distribu- 
tors also discussed more selling and 
less bidding by promoting the use 
of hardware allowances. 

The Architectural Hardware 
Consultants used their meeting to 
present details on how the Society 
functions. The meeting was a re- 
fresher presentation for older mem- 
bers, and gave newer members an 
appreciation of the activities of the 
Society. 

The convention was the annual 
meeting of the National Builders’ 
Hardware Assn. and of the Ameri- 
can Society of Architectural Hard- 
ware Consultants. The National 
Builders’ Hardware Exposition was 
held during the convention. All 
functions were held in the Hotel 
Fontainbleau in Miami Beach, be- 
ginning with the NBHA- ASAHC 


annual reception Oct. 15, and clos- 
ing with the NBHA members’ meet- 
ing, banquet, and close of the 
Exposition Oct. 18. Following the 
convention there was a golf tour- 
nament, and a trip to Nassau. 


Ae ee 


Both organizations advance officers to the presidency. 


Both organizations selected new 
officers for the coming year. Walter 
H. McAninch, Northwest Builders’ 
Hardware, Inc., Seattle, was elected 
president of NBHA. John M. Wil- 
son, Sargent & Greenleaf of Cana- 


Panel explains Society's activities and organization 


$ “ss as 3 


@ 


The panel that discussed the Society's activities. From left, Edward H. 
McCulloch, John Wilson, Jean Hart, George Merrill, Dan Dickinson, Edward 
Veihmeyer. Speakers reported on how the membership committee functions 
with seven checks in processing applications; how the examination committee 
handles applications, how examinations are given and papers graded, through 
to notification of applicant of the results of examinations; how the educational 
committee has worked on programs of short courses and Institutes; how the 
chapter committee is working to establish more chapters, interest more 


apprentices in chapter activities. 
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Builders’ Hardware 
Convention 





da, Ltd., New Hamburg, Ontario, 
Canada, was elected ASAHC presi- 
dent. 

The NBHA workshop meetings 
Oct. 16 consisted of two panels, one 


on “More Selling, Less Bidding’ 
and another on increasing sales 
through advertising and promo- 
tion. The workshop also had a meet- 
ing on metal door standards, a 
regular meeting of the Joint Indus- 
try Committee to show distributors 
how the group functions. 

Here are reports on the panel 
sessions. 


More sales through advertising and promotion 


Panel on promotions and advertising to increase sales, from left, William 
Davies, R. G. Edwards, C. D. Himes, Ken Schuham, W. H. McAninch. 


Selling a select group 
by C. D. Himes 

Carl D. Himes, Inc. 
Dayton, Ohio 


Our sales promotion plan origi- 
nally was the cultivation of a se- 
lected group of architects, general 
contractors, and industrials total- 
ing 125. 

To this group we sent a good 
leather pocket secretary. Each 
month we mail a calendar filler 
with an appropriate sales message. 
We have proof that this has opened 
the door for us. 

Each year we mail to this se- 
lected group a beautiful 12 page 
scenic calendar, of course, with the 
name Himes prominently placed as 
well as the NBHA and AHC em- 
blems. 

There are eight Russ-Win dis- 
tributors in our state and we share 
the expense of a half page ad in 
the Ohio Architect six issues a 
year, which has assisted in no small 
manner. 

At the annual convention of the 
Architects Society of Ohio we also 
share the expense of a display 
booth and we divide the time for 
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manning the booth. Russ-Win fur- 
nishes all display material and sam- 
ples and the district representative 
is present for the entire conven- 
tion. 

We have definite proof that this 
has been beneficial. 

At one convention, several years 
ago, one of the attending architects 
asked why I hadn’t been in his of- 
fice for several years. I told him 
it seemed that one of my competi- 
tors was doing a better job, had de- 
veloped close relationship and I was 
simply on the outside lookin’ in. 
After a long and varied conversa- 
tion on the subject I was assured 
every consideration if interested in 
doing his work. This has since de- 
veloped into a very fine relation- 
ship and I’m certain others who 
participate have had like experi- 
ences. 

On any project as soon as the 
contractor’s office is built we fasten 
a thermometer at a spot easily visi- 
ble from inside and outside. This 
little item is on the job 24 hours 
a day and while we may not be suc- 
cessful in being selected to furnish 
the finishing hardware we are iden- 
tified with it since the name Himes 


is prominently displayed. We also 
give each home owner one of these 
thermometers with his hardware 
job. 

Occasionally we have had indi- 
viduals who were having a home 
built and insisted on furnishing 
their materials. These result in nice 
orders but there certainly is not 
enough of this type to offset the 
expense. 


Immediately upon receipt of the 
building permit lists we assemble 
descriptive pamphlets of our main 
items and mail to the permit holder 
with a personal letter inviting him 
to visit our display rooms where 
these and many other construction 
necessities can be seen. We know 
this produces results as many times 
folks come in with the pamphlets 
and request further information. 


Dinner-show for architects 
by W. J. Hanley 

Central Indiana Hardware Co. 
Indianapolis, ind. 


Our contract hardware show is a 
joint venture of five distributors in 
the Indianapolis area. 

The affair is held in the early 
evening at one of the leading clubs. 
The program consists of a fellow- 
ship hour with cocktails in an area 
with five or six booths showing new 
products and developments within 
our industry. Each sponsor em- 
phasizes their range of products 
and consulting abilities. 

A buffet dinner follows with no 
definite program, no speeches nor 
sales pitch. The balance of the 
evening is left open for addiv.onal 
examination of displays, card games 
and stories of the job that got 
away. 

This party is generally attended 
by approximately 135 to 150 archi- 
tects, guests, including representa- 
tives of the state universities, state 
and municipal architects. Invita- 
tions are restricted to this profes- 
sional group. Sponsor attendants 
are limited to four or five each, 
leaving a ratio of six guests to one 
salesman. 

This party is a low pressure 
effort aimed at Mr. Architect to 
obtain increased confidence in our 
industry; to encourage his use of 
our facilities, our consultant abili- 
ties and experience; to promote his 
acceptance of only qualified estab- 





lished distributors, capable of ful- 
filling his requirements and our 
contracts to the mutual satisfaction 
of owner and architect; to encour- 
age his expectation and demand of 
complete service, before, during and 
after construction periods; to dem- 


onstrate that he can obtain for his 
clients fair competition, without ex- 
ploitation; to promote good will 
generally; and lastly to thank him 
for his recognition and support dur- 
ing previous year. 

Displays may be made up locally 


and cost is minor. The main ex- 
pense is food and drink. Our party 
total costs are approximately $2,000 
which prorated equally among five 
sponsors, equals about $400 each, 
or the profit on one $4000 job. 

A little side-light is the night 
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before. Any manufacturers repre- 
sentative who is in town for at- 
tendance to the show is invited to 
dinner at the distributors expense. 

This type function has brought 
favorable results. The fact that it 
has become an annual affair is 
proof of its success. 


Treat with respect 

by R. G. Edwards 
American Hardware Corp. 
New Britain, Conn. 


Here is how distributors should 
use literature and sales promotion 
material supplied by manufactur- 
ers: 

(1) Use this material with re- 


spect for the real purpose for which 
it was developed in the first place. 
That is, to illustrate and describe 
in a legible and understandable 
manner the functions and salient 
features of the product line in- 
volved. 

(2) Use it with respect for the 
effect it can have on your VIP’s, 
those Very Important Prospects. 

Through this material, your pros- 
pects look beyond you, to your sup- 
plier, and examine the character 
and integrity of the factory organ- 
ization with whom you are dealing. 
They look for the mark of quality 
which they can expect from you and 
your supplier. 

Through the pages of the bro- 
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chures, catalogs, and other selling 
aids they will be affected by a 
strong sensing of the intelligence 
of the supplier about his own par- 
ticular products and their use. They 
will draw their own conclusions as 
to the warranty they can expect— 
not only from you, the distributor, 
but also from the apparent stability 
of your supplier. 

(3) Suppliers’ literature should 
be used with respect for its inher- 
ent value as a platform of strength 
and prestige which can support 
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Convention opens with National Builders’ Hardware Assn. board meeting. 


you and your salesmen, new or old, 
in the course of their daily sales 
presentations. 

Each of you certainly has the 
finest reputation locally in your 
area. It has been said occasionally 
that the manufacturer needs the 
distributor more than the distribu- 
tor needs the manufacturer, and 
vice versa. I submit that neither 
of these statements is true. We 
both need each other very surely. 
And your customer needs both of 
us working as a team to supply him 
with the correct product and a con- 
tinuity of service which will satisfy 
his needs. Literature, which has 
been carefully selected for your 
prospect’s particular job— when 
supported by the enthusiasm of a 
dedicated salesman who expresses 
his pride of association with his 
supplier—certainly helps to build a 


more powerful reason for this pros- 
pect to do business with you. 

(4) Suppliers’ literature should 
be used with respect for the educa- 
tional value of the material, pro- 
vided, however, that it is in such 
form and content that it can be 
used selectively. 

Literature that is compiled for 
today’s use must get to the heart 
of the problem in a hurry. It must 
be forthright in its product infor- 
mation and must be free from am- 
biguities and fuzzy language. If 
the product has _ limitations — it 
should say so. 

There is no miracle product in 
builders’ hardware which can “be 
all things to all problems.” 

With regard to educational lit- 
erature, I am convinced that one 
of the most neglected items is the 
installation instruction sheet. Cor- 


rect product application saves call- 
backs—assures good operation— 
guarantees respect and repeat busi- 
ness from satisfied customers. 

Well planned and well executed 
instruction sheets, as well as main- 
tenance and repair books, can be 
the most potent sales promotion 
tools for the prospect who is mak- 
ing up his mind. The character and 
intelligence of your supplier organ- 
ization, as well as the practical an- 
swers to the “how-do-you-do-it” 
questions are immediately reflected 
in this type of literature. 

Did you ever think of taking 
along an instruction sheet or a 
maintenance book with your presen- 
tation? Inclusion of such material 
shows your prospect that your in- 
terest goes beyond a signed order. 

(5) I submit that the distribu- 
tor should use manufacturers’ lit- 


First item of business of American Society of Architectural Hardware Consultants is meeting of the board. 
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erature with respect for its high 
cost of production. Expensive two 
and four color booklets, catalogs, 
brochures, unless used with discre- 
tion and with high regard for the 
proper application to the job at 
hand become exhorbitant items of 
waste. 

An orderly file of manufacturer’s 
literature—kept up to date—can be 
one of the most important and val- 
uable selling tools for any distribu- 
tor. To be out of stock on sales 
literature is just as bad as it is to 
be out of stock of the product— 
when a prospect needs the infor- 
mation at once. A _ presentation, 
whether by person or by mail, 
should be in .a neat and orderly 
enclosure. 


The importance of shows 


by Kenneth Schuham 
Midwest-Schuham Hardware Co. 
Chicago 


In my opinion the manufacturers 
of hardware do a very poor job 
in exposing their products direct to 
the public, leaving too much of the 
responsibility to the dealer. 


It has been the tendency of the 
majority of the manufacturers to 
spend their money in national pub- 
lications for the stock holders bene- 
fit never getting to the true end 
user with the product information. 


Over the years we have worked 
diligently trying to get the whole- 
hearted cooperation of our sup- 
pliers in the form of money, dis- 
play material, and manpower sup- 
port, but we generally receive only 
half-hearted attention on the part 
of the local representatives. The 
manufacturer seems to lose sight 
of the fact that the ultimate user 
of his products is the consumer, 
and where better can he meet the 
public face to face to expose and 
romance his material? 


We participated in either three 
or four shows of the National] Assn. 


of Home Builders in which we ac- . 


tually had no place as we were in- 
terested in contacting only the lo- 
cal contractors. It took about four 
years for one of our manufacturers 
to finally see the light and display 
his products in this show. This was 
a start, other manufacturers fol- 
lowed, and through the ensuing 
years those who participated, I 
firmly believe, will agree that this 
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was one of the best type of shows 
to present their products. 

Approximately two years ago we 
leased a portion of the display area 
that the Home Builders Association 
maintains in the Sherman Hotel in 
Chicago. In our display we have 
used all of the unusual type 
hardware that is currently avail- 
able. We have had inquiries not 
only from all parts of the United 
States but from various contractors 
throughout the world asking where 
they may procure specific items that 
they have seen. 

After all of the initial planning 
is done for a particular show, the 
next step to consider is how best to 
display those products that you 
wish to feature. It has been our 
experience that the typical manu- 
facturers display tends to feature 
too few items relying on attractive- 
ness of the booth or personnel to 
merchandise their products. Be- 
cause of this we have been con- 
structing our own display regard- 


A panel discussion on 


More selling, less bidding on 


- 4 4 
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less of the type of show at which 
we present our products enmass, 
giving the potential customer as 
great a selectivity as possible. 


The type of products that we fea- 
ture of course depends upon the 
clientele to which it is to be pre- 
sented. 


If we are showing at a school 
show, that is, one at which superin- 
tendents, heads of maintenance and 
school architects frequent, the 
stress is then naturally on school 
type locks, panic devices, door 
closers, various miscellaneous equip- 
ment that would be incorporated 
in the construction of schools. 

If it is a Home Builders Show 
we then show a great variety of 
typical home hardware in both 
trims and colors. 


contract jobs 


Panel on "More Selling, Less Bidding.'" From left, L. E. Atkins, Howard 
MacCarthy, Jno. Warner, Jr., Norman Barber, W. R. Stigler. 


Promote hardware allowances 


by Norman Barber 
Chandler & Barber Co. 
Boston, Mass. 


Despite the high volume of build- 
ing construction our country has 
enjoyed since the close of World 
War II competition for contract 
hardware orders has become pro- 
gressively keener. We exist today 
in a state of profitless prosperity 
marked by lots of business at no 
profit. 


I contend that a major reason for 
this is the steady, unmistakable 
decline in the art of salesmanship 
which has taken place during the 
same period of time. 

Instead of selling our goods and 
services, we now allow them to be 
purchased on the basis of price, 
and price alone. 

“The low bidder gets the order” 
is our slogan; but nobody is happy 
with the results of this policy. 

A case in point is hardware for 
office partitions. The partition 
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other important “first” for the 
housewares industry, the first 
mid-year show that was truly 
national in scope, and in at- 
tendance. 

It broke an established pat- 
tern, as all progress must, for 
one reason alone—to make this 
mid-year show, at the start of 
the biggest selling season, a na- 
tional meeting-place that would 
present a complete picture of 
the industry; reflect all condi- 
tions; and attract housewares 
people from every part of the 
country. 


Thanks to splendid coopera- 
tion from every quarter, the 
= 6 success of this past show com- 


pletely corroborated the new 
pattern. 
- The purpose, and promise, of 
MA cCormick Place the NHMA remains, as always: 
To serve the best interests of 
the nation’s housewares buyers 
Chica C and sellers, as changing condi- 
pi tions may suggest and permit. 
The January 1962 show will 
fulfill that promise more com- 
pletely than ever. 








Serving the housewares industry since Wists! 


NATIONAL HOUSEWARES MANUFACTURERS ASSOCIATION 


‘Glalet-laclola b4.°malen. for profit) 


1130 Merchandise Mart + Chicago 54, Illinois 


Want more facts? Circle 127, p. 97 
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The switch is to ‘“‘Dazy’’—Arro's newest 
product with improved features for 
better installation of fixtures to hollow 
wall construction. It's just one of sev- 
eral popular Arro products that lend 
themselves well to self-service mer- 
chandising. More reason you should 
go with the best . . . and that's Arro. 


Arro Expansion Bolt Company 


P.O. Box 388, Marion, Ohio 
Want more facts? Circle 128, p. 97 


manufacturers want to supply their 
| doors with a standard type of lock 
| and hinge. In a large percentage 
of cases they do. The same is true 
of aluminum doors. These people 
‘supply architects with a standard 
specification calling for complete 
units, and unless the hardware 
salesman is on his toes, he’ll find 
himself losing his chance to furnish 
an important part of that build- 
ing’s hardware. 

One would think that any AHC 
worth his title would at least try to 
sell an architect on including all 
'hardware in the one “finish hard- 
'ware” division. Certainly there are 
‘sales arguments galore, and good 
ones, to support him on this. 

I regret to acknowledge that 
many AHC’s do not rise to this 
challenge. Instead they meekly ac- 
cept the situation, close their brief- 
cases and walk away leaving a nice 
piece of hardware business unsold 
and virtually unsolicited. 

Hardware distributors, like all 
businessmen, must operate at a 
profit to survive. The normal pro- 
cedure is to sell goods at prices 
based on cost, plus sufficient markup 
to cover operating expenses, plus a 
reasonable profit. Ethical competi- 
tion, operates to keep profits within 
reason, as well as encourage opera- 
tional economy and service to the 
customer. 

When a hardware supplier is a 
persistent low bidder, there are 
grounds to suspect that he is get- 
ting away with something. Most 
job inspectors are ignorant and/or 


‘indifferent concerning builders’ 
hardware. They are easily deceived 


by the unscrupulous. Mr. Low 
Price may make a profit after all 
by chiseling the quality, by sub- 


Builders’ Hardware 
Convention 





standard substitutions. Such people 
are often referred to as clever or 
sharp. In my book they’re simply 
dishonest. 

A lot of this sharp practice can 
be avoided by the use of hardware 
allowances instead of complete, de- 
tailed hardware specifications. This 
procedure permits the architect to 
control the placing of the hardware 
order and gives hardware suppliers 
a chance to sell their goods and 
services. 

Many architects, however, are 
reluctant to adopt the allowance 
procedure for fear of criticism 
from their clients on the score of 
limiting competition. An AHC must 
first sell an architect the idea, or 
concept, of a hardware allowance 
before the material itself is even 
decided upon. 

On this point, the sales emphasis 
should focus on the advantage of 
having the hardware handled by a 
reputable, well financed, properly 
staffed firm of established integ- 
rity. When such distributors are 
supplying the hardware, the archi- 
tect need not fear the result; he 
need not spend those precious man- 
hours checking every little detail, 
to be sure he’s getting what he 
specified, and arguing over ques- 
tionable claims for extras because 
some loophole has been discovered 
in the spec. 

Let’s assume that there is an al- 
lowance and we are now at the 
point of selling the job itself. Are 
we going to wait for some competi- 
tor to prepare a list or schedule, 
and tamely submit a bid on that 


National Builders’ Hardware Exposition, 1961, show, officiclly opens with 


traditional ribbon cutting. 
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Profit line on the go—that’s what this new dispenser of 
ly” heavy-duty Peg-Board fixtures brings you. Like fast- 
moving 4%” Peg-Board fixtures, quarter-inch fixture sales 
are up— Masonite national advertising and publicity 
promise even more. 

Now you can be headquarters for the heavy-duty fix- 
tures that Masonite 14” Peg-Board users need. This com- 
pact selling center of Masonite perforated hardboard can 
be displayed on wall or island or gondola counters...con- 
tains 12 each of seven new fixture cards plus free hanging 
hooks for you. 

Get in on the upsurge of heavy-duty Peg-Board sales 
this fall. Order your genuine Peg-Board and fixtures by 
Masonite now or write for complete information to 
Masonite Corporation. Use the handy coupon below. 


Mem MASO NUT E shows the way. 


®mMasonite Corporation—moanufacturer of 
quality panel products for 
building and industry. 


Masonite Corporation 
Dept. HA-112, Box 777, Chicago 90, II. 
Masonite and Peg-Board are registered 


trade-marks of Masonite Corporation. Gentlemen: Send literature, price and shipping information | 


on 14” Peg-Board fixtures. | 
Name 
Company 
Address 
City 
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LAGLE/ SHORTY 
CORD SET 


NO. 13 
ONLY 3 FT. LONG 


OMITS THE PART 
THAT CAUSES 
UW) ACCIDENTS 


Universally desired in every home 
for safety and convenience. Uni- 
versally desired by successful 
dealers for its profit potential. 


Peg it or display on counter. The 
Shorty Cord Set is attractively 
poly-bagged in Eagle ‘““SHO-PAK.”’ 
Colorful, punched header _illus- 
trates sales features on both 
sides. Gives big returns for little 
space. 


Order from your wholesaler today. 
Free literature upon request. 
































“Perfection is not an Accident’ 
EAGLE ELECTRIC 
MFG. CO., INC. 


Want more facts? Circle 130, p. 97 
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New ASAHC officers, from left, Dan Dickinson, second vice-president; John 
Wilson, president; Edward McCulloch, first vice-president; George Merrill 


executive director. 


basis, or are we going to go all out 
to show what we can do in the way 
of service and material, regardless 
of what others are offering? It’s a 
pretty spineless salesman who 
wouldn’t prefer the latter. 


In selling builders’ hardware you 
must use imagination. Don’t be an 
order taker. Design your own pulls 
on quality buildings. This is where 
your imagination comes in. Do 
these extra things that cost so little 
but which remove you from every- 
day stock items. I’m thinking of 
such things as dual finishes on 
lock sets and butts, especially de- 
signed push plates rather than 
stock items. By this means, you 
will convince the architect that you 
have his particular building in 
mind and that you are not a “ditto” 
salesman. Let him, as well as you, 
be proud of a job well done. Do not 
think always of your pocketbook. 
This service will pay for itself 
many times over. 


Another point in selling is, sell 
yourself and the service you can 
perform for the architect. Do not 
fear to extend your service beyond 
the hardware field. Study up on 
types of doors so you can talk the 
architect’s language. 

If an architect has a certain con- 
dition that he wants to overcome, 
please don’t say “impossible,” as 
I’ve heard so many AHC’s do. Go 
back to your office, try to work it 
out, and if it can’t be accomplished 
in the manner which they have in 
mind, then your knowledge of con- 
struction comes in handy and you 
will undoubtedly come up with an- 
other way to solve the problem. 


Gain the architect’s confidence. 
When there is a decision to be 
made, have him call you rather 
than your competitor. Don’t be 
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afraid to give him advice. Even 
though you will not feel the money 
in your pocket right then, it will be 
“bread cast upon the waters.” 

My experience has proven that 
these methods sell contract build- 
ers’ hardware. I’m confident that 
jobs handled in this manner are 
more satisfactory to architect, con- 
tractor, owner and user than those 
supplied under wide open, cutthroat 
bidding procedure. 


A seven-fold sales job 


by Howard MacCarthy, Jr. 
MacCarthy Co. 
Baltimore, Md. 


Today it is almost impossible to 
do anything but bid on projects 
which involve city, state, or fed- 
eral funds. Therefore, we only 
consider this subject from the 
standpoint of Private Work. 

Ordinarily, selling is a transac- 
tion between a salesman and a 
customer but in the case of the 
hardware contractor it has to be 
more selling, and on a seven-fold 
basis. There can be as many as 
seven people or firms involved be- 
fore the hardware contractor can 
successfully negotiate a non-bid 
contract. These seven are: 

(1) The owner. 

(2) The architect. 

(3) The architect’s staff. 

(4) The general contractor. 

(5) The general contractor’s 
job superintendent. 

(6) The general contractor’s 
job carpenter foreman. 

(7) The owner’s building engi- 
neer or maintenance man. 

The owner is the man who can 





TWO BRIGHT WAYS TO RING 


Watch these Flint gifts become the belles of 
your holiday selling season! They carry the most 
widely-advertised, sought-after name in house- 
wares—Ekco/Flint. And they answer every 
Christmas shopper's most pressing problem: 
‘What can | get that’s different... that shows 
some real thought?” 

Display them.Watch holiday sales soar! 

The Flint Cook & Serve tools feature beautiful, 
decorative handles of durable Melamine; sur- 
faces of gleaming stainless steel. Sell them as 
‘the first cooking tools just as proper in the 
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dining room as in the kitchen.” Available in Susan 
holdster or under-the-cabinet lazy susan. (No. 
G2488 Shown, $18.95 retail). The Flint holdster 
set contains six handsome stainless steel 
knives, four with the Staysharp Waverly Edge, 
and all with durable carved Pakkawood® 
Handles. (No. 7O06N Shown, $19.95 retail). Can 
you think of two more beautiful ways for your 
customers to say ‘Merry Christmas?” 


Ekco) FLINT 





Want more facts? Circle 131, p. 97 


HARDWARE AGE, November 2, 1961 @ 91 








SEND FOR 
CATALOG AND 
JOBBER’S NAME 


NAME 





TITLE 





COMPANY 





STREET 





CITY/STATE 
Cen FO EE ES 





I: 


PINCH HANDLE 
VISE 


HARDENED STEEL 
JAW INSERTS 


FEATURES 


HARDENED STEEL 
CUT-OFF TOOL 








GLEAMING 
RED FINISH 


PIPE JAWS 


THAT 





STEEL CHANNEL SLIDE 
PROTECTS SCREW 


BUILD PROFITS 


Well-maae, well-finished Simplex 
vises bring you higher profits be- 
cause your customers see value. 
All 5 vises in the line feature 
quality for fast turnover. Attrac- 
tive discount schedule. Get top 
profits by selling the best. 


I 
Want more facts? Circle 132, p. 97 
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ONE-PIECE NON- } 
SWIVEL BASE j 


Desmond | 
/ Simplex / 


i. nan eo 


Builders’ Hardware 
Convention 





never be overlooked because he is 
the one investing the capital. The 
best approach is to know him per- 
sonally or to have a mutual friend 
introduce you. Usually the owner 
is not a technical man but he can 
certainly recommend you to the 
architect and suggest that you do 
the job if you have sold yourself 
or your firm and/or your products 
to him. 

The architect is normally the 
person to whom you must sell 
yourself. 

He must be convinced that you 
have a thorough knowledge of 
your business and products, and 
some knowledge of the allied 
trades. He must be assured that 
you maintain a reputation for in- 
tegrity and fair dealing so he can 
recommend you to the owner and 
thereby receive a contract on a 
negotiated basis. 

The architect expects the hard- 
ware contractor to be able to study 
a job and recommend or specify 
the best products for the use in- 
tended. 

If and when a conference is ar- 
ranged with the owner by the 
architect, with the hardware con- 
tractor present, the opportunity is 
there to impress the owner with 
the AHC’s ability, experience, and 
integrity. He can use this confer- 
ence as the time to explain the 
advantages of a non-bid or nego- 
tiated contract in that many de- 
tails on a large job cannot pos- 
sibly be resolved at the time the 
general contract bids are taken, 
and that a more thorough and of- 
ten more economical job can be 
done under the allowance and non- 
bid system. 

The conference also affords a 
chance to perhaps discreetly men- 
tion some outstanding jobs which 
the AHC’s firm has completed. For 
instance, about 20 years ago, my 
firm did a fabulous residence for 
Alfred Gwynne Vanderbilt. For 
more than a decade afterwards, it 
was a magic word leading to much 
fine residence work on a non-bid 
basis. 

The architect’s staff. In some of 
the large offices the detail is 


NBHA new president, Walter H. 
McAninch, left, and William S. Has- 


well, managing director. 


turned over to various members 
of the organization. Sometimes it 
requires considerable time and pa- 
tience in working with these men 
who are frequently young and in- 
experienced. 

Explaining and educating them 
into the “Sacred Mysteries of 
Builders’ Hardware” is usually 
appreciated. If the consultant has 
learned something about the allied 
trades such as hollow metal, mill- 
work, structural steel, masonry, 
and floor construction, he can of- 
ten help them avoid booby traps 
for which they will be eternally 
grateful. 


Sell yourself to these juniors. 
You never know when they will 
be promoted to a position of au- 
thority in their firm’s office, or 
will be opening up one of their 
own. 

General contractor. On private 
work it is not uncommon for the 
owner to select his general con- 
tractor at the same time he selects 
his architect. Sometimes the owner 
is closer to and knows the general 
contractor better than he knows 
the architect. 


The general contractor can ex- 
ert much influence in the selection 
of an architect. In the case of the 
general contractor, you must sell 
him on the way you handle your 
work, the promptness with which 
you submit schedules, the accu- 
rate checking of shop drawings 
and the promptness in calling at- 
tention to inconsistencies and/or 
errors made by sub-contractors in 

(Continued on page 182) 





You ll please them all with Crescent Tools! 


There are still a few people around who think CRESCENT just 
makes wrenches. It’s a natural mistake... because CRESCENT 
wrenches are just about the most popular tools in the world. 
But, fact is, the CRESCENT line of hand tools is one of the 
most complete lines available. There’s a CRESCENT hand tool 
for the plumber, electrician, machinist, mechanic, lineman, 
metalsmith, or just plain Mr. and Mrs. Do-It-Yourself. 


One thing CRESCENT tools have in common for every 
customer is premium quality. They’re forged of the finest steel 
available, hardened electronically for lifetime durability, then 
put through tests that try their endurance far beyond any 
task they’ll be put to. 


Your customers will be pleased with their CRESCENT 
tools. You’ll be pleased with the profits. Ask your jobber about 
the complete CRESCENT tool line right away. 


Want more facts? Circle 133, p. 97 





Jign of the “$rtisan 
Tymnlol of Ouecllence 


Crescent is our trade-mark, registered in the United States 
ond abroad, for wrenches and other tools. Sold by leading 
distributors and retailers everywhere and made only by 


CRESCENT TOOL CO. 


JAMESTOWN, NEW YORK 
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Buying Check List 


of new hardware items 


Keep up to date. Check these new items 


Each item in the following pages has a number above it. When 
you want more details about an item, just circle corresponding 
number on postcard on page 97, and mail 


Item 1 
Sprinkler with shut-off timer 


The Melnor No. 990 Oscillating 
Sprinkler with the H2 Off Water 
Timer automatically shuts itself 
off when the right amount of water 


is put on the lawn. The timer has 
five settings from light sprinkling 
to heavy soaking while compensat- 
ing for changes in water pressure. 
Unit is unconditionally guaranteed 
for one year. Retails for $16.95. 
Melnor Industries, Inc., Dept. HA, 
Carol Place, Moonachie, N. J. 


Item 2 
Do-it-yourself display rack 


This handy floor rack is designed 
to give maximum disvlay to all 100 
do-it-yourself aluminum products 
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in a minimum of space. Available 
through distributors, the rack can 
be obtained in a money-saving pack- 
age deal whereby dealers. get 





enough free items to cover price of 
the rack. Reynolds Metals Co., 
Dept. HA, 6601 W. Broad St., Rich- 
mond, Va. 


Item 3 
Faucet stems packaging 


Bowers faucet stems are now 
packaged in a plastic tube with 
easy-to-read label containing the 
faucet number, parts catalog num- 
ber, hot or cold identification and 
suggested retail price. A wall-board 
display (shown) is also available 
to merchandise the stems. It is 
24 x 30-in. and comes free with 
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purchase of any 30-pair of tube 
pack stems. Bowers Mfg. Co., Dept. 
HA, 105 Michigan St., Toledo, Ohio. 


Item 4 


Precision-ground hand saw 


The Disston D-100 hand saw fea- 
tures a solid walnut inlaid grip 
set in a sturdy aluminum frame. 





Here is a quick Check 
List of items described 
in the following pages 


The blade is made from Disston’s 
thick backed steel with each tooth 
edge precision ground to exactly 
the same gauge. Designed for the 
journeyman carpenter and wood- 
worker. Retails for $13.95. Disston 
Div., H. K. Porter Co., Inc., Dept. 
HA, Porter Bldg., Pittsburgh 19, 
Pa. 


Item 5 


Wire screening department 


This two-sided display rack holds 
10 rolls of insect wire screening in 
6 sq ft of floor area. Rack includes 
a roller shelf for easy dispensing 
of screening from either side. Made 
of aluminum tubing and has color- 


ful sign at top. It can also be used 
to hold and dispense roofing, wire 
and other tolled items in Fall and 
Winter. Rack is offered with five 
optional assortments of 100-ft rolls 
of Opal insect wire screening, in- 
cluding aluminum, galvanized and 





Quick Index to Buying Check List 





[] Sprinkler with shut-off timer 
Do-it-yourself display rack 

Faucet stems packaging 
Precision-ground hand saw 

Wire screening department 
Battery-powered tool line ........ 
Christmas tree stand ......... 7 
Roller painting center 

White incandescent lamps 
Compact power tool line ........ 
Tub & tile caulk packaging 

New line of hole saws... .. 
Holiday candle assortment . 
Three sizes of tile grout 

8-in. aluminum T-square .. 

Oil paints tracing kit........ 
Masonry fastening tool, pins 
Easy-to-clean dust mop .......... 
Satin varnish in spray can 

Plastic fisherman's box 
All-purpose plastic cement........ 
Simple chain door lock 
Weatherproof sealing compound 
Plastic pipe cutting wheel 
Screwdriver-type socket set 


Two riding tractor models. . 


CJ 
a 
CJ 
CJ 
LJ 
CJ 
CJ 
CI 
O 
CJ 
O 
CO 
CJ 
CL) 
CI 
CJ 
a 
CI 
C) 
CI 
LJ 
CJ 
CI 
O 
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Gutter-downspout display 

[] 5 heavy-duty power mowers 
[] Instant folding legs 

[] Durable vinyl folding legs 

[] Decorative gift wrap tape 
[] Wall hydrants packaging 


[] Easy-start riding mowers 


[] Compact portable winch ...... 
[] Coating to skid-proof rugs 

[] Adhesive for junction boxes...... 
[] Vises for drill presses 

[] Portable electric broiler 

[] Decorator towel rings 

[] Tool to open stuck windows. ..... 
[] Coaster set and rack ._.. 

[] Dust bags display rack 

[] Moisture proof undercoating...... 
[] Faucet repair demonstrator 

[] Utility tool merchandiser 

[] Gift-boxed snack bowls 

[] Shooting gallery display card .... 
[] Easy-to-use wood finishes 

[] Blades for utility knife 

[] Long-life folding rules 

[] Weatherstrip line expanded 

[) Adjustable stern light 

C] Holiday felt marker display 

[1] Gold-plated spinning reel 

[) Electric items packaging 

[] Attachment for snow thrower .... 
C] Warp-proof wooden level 

[] 12-in. wide mail plate 

(1) Handy battery testing kit 

[] Decorated plastic tumblers 

[] Packaged arbor saw kit ......... 
[] Packaged salt for softeners 

[] Thermometer line expanded 

[] New screw-holding driver 

[] Utility household magnets 

[] 21-in. propelled mower 





Vinalume (vinyl-clad aluminum) in 
26, 28, 30, 32, and 36-in. widths. 
New York Wire Cloth Co., Dept. 
HA, 11 E. Market St., York, Pa. 


Item 6 
Battery-powered tool line 


Skil Corp.’s new line of six bat- 
tery-powered portable power tools 
uses a separate, lightweight Ever- 
eady 9-volt power pack as its en- 
ergy source. The hedge trimmer 
(front row, center) will be available 
for the Spring market, others soon 
after. Trimmer features a new-type 
motor designed to give maximum 
power output with minimum en- 
ergy consumption, an aluminum 


die-cast housing, and same 14 
11/16-in. blade as on Skil’s regular 
model trimmer. Trimmer retails for 
$59.95. Other tools in the line will 
include a shrub and grass shear, 
auto polisher, drill, jig saw and 
sander. The power pack, a nickel 
cadmium unit, weighs 2%4-lb, meas- 
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BUYING CHECK LIST 


Want more details? Just circle item number on p. 97 


ures 4% x 4% x 1%%-in., and clips 
to user’s belt. It can be quick-charg- 
ed in five hours or trickle-charged 
overnight. Power pack retails for 
$50, the charger for about $15. The 
power pack will operate the trim- 
mer long enough to cut 200-ft of 
average hedge, both top and sides. 
Ski Corp., Dept. HA, 5033 Elston 
Ave., Chicago 30, Ill. 


Item 7 
Christmas tree stand 


Instant-Mix Christmas tree stand 
is for trees up to 4-ft high. Comes 
as a bag of white powder in colored 
round carton. Three cups of water 
is added to carton along with pow- 
der. Tree is placed in the center of 


carton, mix is packed around the 
base, and held in place for a few 
minutes until mix hardens, holding 
the tree firm. Retails for 98¢. 
Rutland Fire Clay Co., Dept. HA, 
Rutland, Vt. 


Item 8 . 
Roller painting center 


The Deluxe RollerKade is a com- 
plete roller painting department de- 
signed to make your customers’ 
buying easier. The unit is 36-in. 
wide, 24-in. deep, and 60-in. high. 
A colorful sign shows complete 
product and application informa- 
tion. Free turning wheels permit 
easy movement. Unit contains cov- 
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ers, frames, trays, and extension 
handles, all within easy reach. It is 
free with each purchase of the 
regular merchandise assortment. 
Wooster Brush Co., Dept. HA, 
Wooster, Ohio. 


Item 9 
White incandescent lamps 


With the addition of a 25-watt 
incandescent lamp in soft white, 
Sylvania now offers a complete line 
of Soft White lamps in color-packs. 
Wattage ranges from 25 through 


100-watt. Lamps are pre-priced at 
29¢ each or 58¢ for the two-lamp 
pack. Sylvania Electric Products, 
Inc., Dept. HA, 60 Boston St., 
Salem, Mass. 


Item 10 
Compact power tool line 


Rockwell’s line of compact power 
tools features an integral motor 
with thermal overload to prevent 


burn-out. Motor has one-piece rotor 
and stationary windings that pre- 
vents wear and break-down. Tilting 
arbor circular saw (left) will cut 
a 2x 4 at any angle from 45 to 90 
degrees. Jointer (center) can 
handle 4-in. rough lumber, has 
4',-in., 3-blade cutter head. Drill 
press (right) has %-in. capacity 
chuck, drills to 3-in. and to center 
of 10%-in. circle. Rockwell Mfg. 
Co., Dept. HA, 400 N. Lexington 
Ave., Pittsburgh 8, Pa. 


Item 11 
Tub & tile caulk packaging 


Dewk tub and tile caulk now 
comes in a modern display package 
printed in yellow and blue on white 


stock. Package is hole-punched at 
top to permit rack display. DeWitt 
Products Corp., Dept. HA, 5860 
Plumer St., Detroit 9, Mich. 


Item 12 
New line of hole saws 


Here’s a line of hole saws for 
accurate, efficient cutting of holes 
in any machinable material up to 
14%-in. thick. The line is designed 
for portable tools, drill presses, 
lathes, boring mills and milling 


(Continued on page 108) 





FREE CHECK LIST SERVICE FOR HARDWARE AGE READERS 


Use this new, quick way to 


KEEP POSTED on 


NEW ITEMS AND NEW SELLING IDEAS 


These two easy steps will keep you up-to-date on latest information on new items, new 
merchandising ideas, special deals and other profit building information. 


As you read through this issue you will find numbers beneath all adver- 
tisements and with all items described in the Buying Check List. 


When you want more information on any of the items or ideas in the 
advertisements or in the Buying Check List, just circle the corresponding 
number on the Quick Check Postcard below, and mail. We pay the 
postage as a service to readers. Your request will be promptly passed 
on to the manufacturers involved. 


Print name and address carefully. This special Post Office Box address is for Quick Check Postcards 
only. Address all other mail to HARDWARE AGE, Chestnut & 56th Sts., Philadelphia 39, Penna. 
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HARDWARE AGE BUYING CHECK LIST 


A quick, easy way to keep up to date 


P Each issue of HARDWARE AGE contains hundreds of new profit 
making ideas on selling, merchandising, etc., as well as 
the lergest listing of new items of any hardwere magaziae. 


> You must keep posted on these new ideas if you want to 
keep your store profitable. HARDWARE AGE makes it easy 
for you to keep posted by using this Free Quick Check: 
Postcard Service. 


> Circle the numbers on the card below that correspond 
with the numbers under the new items in this Buying 
Check List and under the advertisements. We will promptly 
forward your request to manufacturers and you will receive 
from them the latest information available. 


> Remember, with competition so strong, you must keep posted 
on everything that will help you do a better selling job. 
Be sure to also check with your wholesaler about new items. 


GET THE LATEST INFORMATION BY USING THIS POSTCARD. 
PRINT NAME AND ADDRESS CLEARLY AND MAIL TODAY 
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Table of Ve 
EXPLANATORY NOTE OF PRICES 
Items 1, 2, 3, 4 and 6 represent dollars per gross ton 
(2240 lbs.) 
Item 5 represents dollars per net CWT (formerly 
quoted per gross ton). | | 


Items 7 to 19 represent dollars per hundred pounds. 


A ; 
Item 20 represents discounts from price list which Used in the manufacture of + ; 
would need to be consulted. 
From 1899 


Pepa Nore: Prices under the heading “March 21, 1919,” a 
U. S. Steel Corp.’s prices (to which they adhered strictly) 
lowed by the independent mills. Two sets of prices are shown 
— Nore: Hardware Age presents herewith the revised 1961 edition of the Table of Market markets prevailing on certain steel items. In such instances th 
; the one adopted by th . S. Steel Corp. and the other price ji 
Values of Iron and Steel, wire and other Metals Used in Hardware Manufacture. The editors va pes oy me P 4 


market. These two markets were caused by the Steel Corp. main 
of Hardware Age express their appreciation to Oliver Brothers, Inc., compilers of this data, for March, 1919, while the outside market was regulated to a consid 
permission to publish this chart. 











Attention is particularly called to the long price movements 
July, 1917, to points that were peak ones on most items until re 
with or fixed by the Government on a majority of these items. T 
the Armistice. Then there was a “marking time” or gradual eas 


13 14 20 21 





July | Jan 


The Peak | May . oe 
Material 1900 1908 | 1910 Jul 1926 


isi | ast 
Pig Iron, Basic 00 | 14.50 | 16.88 | 12. .00 [Hic 5499) 32.00 | 26. 30 | 48.60 | 24. 19.26 


Foundry Pig Iron, No. 2 j .50 | 17.60 | 19.00 | 14. ie 33.50 | 27.25 | 37.30 | 46.75 | 28. 21.265 


; , | High 569 
Bessemer Pig Iron ; 16.90 | 19.90 : ‘ P an 6 
























































36.16 | 27.95 | 35.30 | 50.46 | 29. 20.38 
Steel Billets, Bessemer... . Pittsburgh | 38. .60 | 27.00 | 27.00 | 19. .50 | 70.00 | Hisha || s75¢ | 38.50 | 38.50t| 60.00 | 36. 35.00 


Wire Rods 00 | 33.00 | 33.00 | 24. | .00 |, Hick & |) 67.00 | 62.00 | 62.001] $29) | 46. .00 | 45.00 | 43.00 | 42.00 


Heavy Steel Scrap 7 j .60 | 11.50 | 16.50 | 10. j 25 | 36.60 | 28.75 | 16.06 | 21.665 | 24.81 | 17. 38 | 14.26 15.00 


Merchant Steel Bars 1.40| 1.48| 1. 25 |, Hiba | 2. | 2.36 | 23 2.00 1.90 


Tank Plates 7 1.70} 1.60) 1.65 | 1. | : 36 [Hib 100) 3.95 | 2.65 | 2.664] $38 | 2. 60 | 1.90 1.90 
Structural Material ' 1.70| 1.60) 1.65 | 1. : 60 |, Hib a | 3. 2.45t| ito 4714) 2.00 1.90 


3.25 


4.10¢| Tir. | 3. 2.85 | 3.00| 2.85 


Steel Sheets, No. 24 Galv. . Pittsburgh | 2.60| 3.10| 3.05| 3.00/ 2. 90 | 6.60 file 1050 5 20 | 6.20t} $2, | 3.85 | 4.8214] 3.80| 3.85 | 3.60 


, teh d10 3.20 | 3.20 
1.96 | 1.86] 1. 1.66 |AS- Ss 3.60 | 3.26 | 3.26¢) 328 | 2.70| 3.00% 2.65 | 2.60| 2.46 
1.76 | 1.80 | 1. ‘| 1.65] 3.60 | iba} 4.00 | 4.25| 5.70| 6.8 
12.8734, 13.93 | 14. | 75 | 28.90 | 23.60 | 15.01 | 18.48 | 18.05 | 14.46 | 17.16 | 14.187| 18.05 | 18.03 
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4.35 | 6.00 , , 8.65 | 7.14 ' 8.39 | 7.75 | 7.13 7.423) 6.22 6.78 
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4.40| 4.60| 4. 63 | 10.65| 6.70| 6.00, 6.89| 8.25| 6.98| 8.06 8.622] 6.05 | 6.69 
27.20 | 32.74 | 44. 62.60 | Mish | 67.00 | 54.81 | 44.66 | 37.70 | 46.93 68.923) 61.49 | 45.38 
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@ New discounts are an average applying to sizes %” to 3” bie 





OMPILER’S NOTE: 


wed by the independent mills. 
rkets prevailing on certain steel items. 





Prices under the heading “March 21, 1919,” 


one adopted by the 


Attention is particularly called to the long price movements starting in April, 
ly, 1917, to points that were peak ones on most items until recently. 


From 1899 to 1961 


Two sets of prices are shown for Sept., 


Table of Values of 
IRON, STEEL, WIRE AND METALS 


he manufacture of Hardware & Kindred Lines 


and those marked by dagger (ft), 
U. S. Steel Corp.’s prices (to which they adhered strictly) and which prior to NRA were customarily fol- 


represent the 


1920 on the chart because of the two 
In such instances the upper price in each individual box indicates 


U. S. Steel Corp. and the other price indicates figures that were secured in the open 
rket. These two markets were caused by the Steel Corp. maintaining the prices suggested in Washington in 
arch, 1919, while the outside market was regulated to a considerable extent by the law of supply and demand. 


1915, advancing steadily until 
In November, 1917, prices were agreed 


th or fixed by the Government on a majority of these items. The strong market continued until the signing of 


» Armistice. Then there was a “marking time” 
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or gradual easing off until late 1919, when the market began 
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advancing again by leaps and bounds until July, 1920. This was the turning point of the greatest inflationary 
movement we have yet witnessed, which was followed by the Post-War deflation culminating early in 1922. Per- 


haps more remarkable, however, 


was the steady recession in prices from April, 


production was steadily mounting, together with profits, to record heights. 


The March. 


1923, to September, 1929, when 


1933, figures represent the period of the culmination of the banking crisis. Those for August, 


1933, are the first Steel Code prices under the NRA filed Aug. 29 of that year. The June, 1938, figures reflect the 
drastic price cuts announced near the end of that month when the basing point system was broadened by the ad- 


dition of many new market centers, and differentials in price at the various basing points were eliminated or 
modified. 


The 1941 to 1946 prices marked (*) are based ou ceiling prices established by Government Price Adminis- 
trator or later by OPA. 































































































































































































































































































































































































































































































































































































29 30 31 32 33 34 35 36 37 38 3940 41 42 43 44 45 46 47 
Mar. 21; Dec. | Sept. | Dec. April | Sept. | Sept. | Sept. | Mar. | Aug. July June | June | June | Dec. (Dec. 31) Sept. 30 |Sept. 30|Sept. 30 Sept. 30 30) Sept. 30|Sept. 30|Sept. 30 Sept. we we 30 Sept. 30|Sept. 30 sept. 30|Sept. 30|Sept. 25 Lowest est | Item 
1919 | 1919 i920 | 1922 | 1923 | 1926 | 1927 | 1929 | 1983 | 1938 | i937 | 1938 | 1939 | 1940 | 1941 | 1945 | 1946 | 1947 | 1948 | 1949 | 1960 | 1961 | 1962 | 1963 | 1966 1956 | 1957 | 1958 | 1959 | 1960 | 1961 | Sines Since “Since No. 
| | 
25.75 | $4.30 | 48.60 | 24.90 | $1.00 | 19.26 | 17.11 | 18.60 | 18.60 | 17.00 | 23.60 | 19.60 | 20.50 | 22.60 | 23.50*| 25.25*| 28.00° | 36.00 | 43.60 | 46.00 | 46.00 | 62.00 | 64.50 | 56.00 | 58.60 | 62.50 | 66.00 66.00. 66.00 | 66.00 | 66.00 | Jn, 1912 | Sept. 1957 | 4 
27.25 | $7.30 | 46.75 | 28.41 | 32.61 | 21.25 | 20.11 | 20.00 | 15.50 | 17.60 | 24.00 | 20.00 | 21.00 | 23.00 | 24.00*| 25.75*| 28.50* | 36.00 | 43.00 | 46.60 | 46.50 | 62.50* 65.00* 66.60 | 69.00 | 63.00 | 66.50 | 66.50 | 66.50 66.50 | 66.50 | Mm, 915 | Sep i957 |g 
27.95 | 35.30 | 60.46 | 29.96 | 32.77 | 20.38 | 18.00 | 20.76 | 16.00 | 18.00 | 24.60 | 20.60 | 21.50 | 23.60 24.50" 26.26*| 29.00* | 36.50 | 44.00 | 47.00 | 47.00 | 63.00*| 65.50*| 67.00 | 69.60 | 63.50 | 67.00 | 67.00 | 67.00 | 67.00 | 67.00 ; et, 1964 Sept. 1957 | 3 
38.60 | 38.504] 60.00 | $6.66 | 46.71 | 36.00 | 38.00 | 35.00 | 26.00 | 26.00 | 87.00 | 34.00 | $4.00 | 34.00 | 34.00% 36.00 | 39.00* | “irq | 61.00 | 61.00 | 68.00 | 64.00% 59.00° 62.00 | 68.60 | 74.00 | 77.60 | 80.00 80.00 | 80.00 | 80.00 | | aa July 1917 | 4 
62.00 | 62.00t| 5798 | 46.26 | 60.00 | 45.00 | 43.00 | 42.00 | 86.00 | 35.00 | 47.00 | 43.00 | 43.00 | 2.00 2.00*| 2.15*| 2.30° 2s0'e | 3.619] 3.40 | 3.86 | 4.69%| 4.325*| 4.626 | 65.026 6.80 | 6.15| 6.40) 6.40) 6.40 6. | =e Sept. 1958) 5 
16.05 | 21.65 | 24.81 | 17.44 | 22.38 | 14.26 | 12.50 | 15.00 | 6.00 | 10.00 | 16.50 | 10.50 | 13.26 | 17.60 | 19.75*| 18.76*| 19.75* | *S28'* | 41.76 | 24.50 | 40.00 | 42.50 | 41.50 | 30.00 | 42.00 | 67.00 | 43.00 | 42.00 | 40.00 28.00 | 41.00 | “so = > 
235| 2.36| 235 | 2.00 | 2.6734 2.00| 1.78| 1.90| 1.60| 1.60| 2.46| 2.26/ 2.15| 2.10| 2.15*| 2.26*| 2.50°| 2.90| 338"| 3.36 | 3.45| $.70°| 3.96% 4.15| 4.65 | 6.076 5.426 5.675, 5.675 5.675 5.676 =" Sept. 1958 | 
2.65 | 2.661] 33; | 2.00| 2.60/ 1.90| 1.78/ 1.90| 1.60| 1.60] 2.46| 2.10| 2.10) 2.10) 2.10*| 2.25%) 2.50*| 3.00| 3.40| 3.40 | 3.60] 3.70*| 3.90% 4.10) 4.50| 4.85 5.40 | 6.30| 5.30| 5.30| 5.30 | “1s July 1917 | 
2.45| 2.454, 24 | 2.00| 2.47%) 2.00| 1.78| 1.90] 1.60] 1.60| 2.45] 2.10| 2.10| 2.10| 2.10*| 2.10*| 2.35° 2.80 | 3.26 3.26) 3.40| 3.65% $.86*| 4.10) 4.60 | 5.00) 5. 276 5.50| 5.50 5.50. 5.50 | “is ‘Sept. 1958 | 9 
4.10| 4.107 {| 3.10| 8.73 | 2.85| 3.00| 2.85| 2.00| 2.25] 3.15 | 3.06| 3.05| 3.00 | 3.00% 3.10* 3.326*| 3.95| 4.15| 4.16 | 4.55 | 6.00% 6.126% 6.975 | 6.12| 6.35) 7.15| 7.375 7.375, 7.375 7.375 MY gg | duly 1917 | 
5.20 | 5.20+| $24 | 3.85 | 4.8244] $.80| 8.86| 3.60| 2.60| 2.86| 3.80| 3.60| 3.60| 3.60| 3.60%] 3.70% 3.90°| ‘35° | 6.80 | 6.80| 6.61 | 7.31*| 7.365% 7.615 | 7.69 | 8.62 | 48.00 | 8.275 +8.175 8.775 8.775, ““$zg"* | duly i917 [1 
4.10| 4.10| {3 | 3.36| 3.80] 3.86) 3.20| 3.20| 2.36] 2.60/ 3.40| 3.20 3.10 | 3.40| 3.40*| 3.60°|, 398° | 4.60| 6.21| 5.81 | 6.20| 7.08% 7.36% 7.85| 8.65| 9.76 "$0.08 | 40.02 | 9.95 | 10.01 10.01 | 437 Sent 1987 | 9 
3.25 | 3.26¢, 328 | 2.70| 3.0034) 2.66| 2.60| 2.45| 1.85 | 2.10 2.75 | 2.46 | 2.26 | 2.40 | 2.40% 2.76+) E538. es. 3 6.06 | 5.06 | 6.13 | 6.63*) 6.97* 7.38 | 8.68 | 9.20 9.60 | 9.60 | 9.60, 9.60 9.60, vam oe | Seve 1958 | 43 
| 4.25) 5.70| 6.86 | 3.00| 3.25| 2.80 |) 2.80) 2.70) 2.60 | 2.66) 3.60) 3.60) 3.60| 3.85 | 3.85*) 3.86%) 5.06*| 6.80 | 6.756 | 6.75 | 7.16 | 7.16%) 8.35*| 8.56 | 9.60 | 10.36 | 10.15 | 10.665 | 10.65 , 10.65 0 | ‘Sept. 1958 2s 
15.01 | 18.48 | 18.06 | 14.46 | 17.16 | 14.187] 18.05 | 18.08 | 5.26% 9.00 | 14.00 | 9.00 | 10.00 | 11.50 | 12.00*| 12.00*| 12.00* |21.6254/28.6234| 17.76 | 24.60 | 24.60 | 24.60 | 30.00 | 48.00 | 40.00 | 26.00 | 26.50 | 31.50 33.00 | 31.00 | Peby,198 ‘Sent 1985 | 35 
6.20 | 8.39 | 7.76 | 7.18 | 7.36 | 7.428) 6.22) 6.78 | 2.99%) 4.90% 6.75 | 4.60 | 4.89 | 6.24 | 8.26°| 8.25% 8.20* | 11.00 | 16.00 | 10.26 | 17.60 | 19.60 | 13.60 | 10.00 | 18.00 | 14.00 | 10.00 | 10.00 | 12.00 13.00 11.50 | MEX Ais? | Sept 1915 [55 
5.00 | 6.89 | 8.25| 6.98 | 8.06 8.622 6.05 | 6.69 | 3.02% 4.60 | 6.86 | 4.60) 4.85 | 4.86 5.70*| 6.36%) 8.10* | 16.10 | 19.60 | 14.926 15.80 | 19.00 | 15.80 | 18.30 | 15.80 | 16.00 | 13.80 | 10.80 | 12.80 | 11.80 10.80 | “Syste ‘Sept, 1948 +7 
67.00 | 64.81 | 44.665 | 37.70 | 45.93 68.923| 61.49 | 45.38 |24.3414| 44.73%|66.6214| 43.00 | 48.90 | 54.57 | 62.00*| 52.00*] 52.00* | 80.00 |103.00 |103.00 |103.00 |103.00 |121.375| 81.60 | 96.75 |103.375| 93.75 | 94.25 |102.50 103.50 122.25 | S00 ‘Sept. 1952, 18 
7.00| 7.001] 3% | 4.75| 6.74| 6.60| 6.60| 6.25| 4.25| 4.65| 5.86 | 6.35 | 5.00| 5.00| 5.00% 5.00% 6.00*| 6.76 | 6.80| 7.76 | 7.60 8.70% 8.70%) 8.70| 8.90 | 9.60 | 10.06 | 10.05 | 10.40 10.40 | 10.40 | "ize | 17 | 19 
6114%| 8134% "YR| 66% | 68% | 62% | O2% | 2% | 11% | 734%] 6434%| 6814%| 6814%| 68147%I6B14%"/8814%"| 6514%"| GB%" | 58% | 49% | 4614%/4114%"19714%"8814% | 444%) 19347 124% | 974% 9 | 914% ony he el 
15 Ss «16 17 18 19 20 10s a2 23 24 26 26 27 28 29 30 eae 33 34 35 36 37 38 39 40 41 42 43 44 45 46 47 
8 New discounts are an average applying to sizes %” to 3” black steel pipe. * Denotes ceiling prices. a Size 36 x 60 in. 




















13 times 
more useful life 
datclameliileye 
















NEW STANLEY 
LIFE GUARD YELLOW 
FOLDING RULES 











* CUT ON DOTTED LINE AND USE AS WINDOW POSTER ...OR MOUNT ON CARD FOR USE IN CARD HOLDER! 


UNITED STATES TESTING COMPANY PACKED WITH FEATURES FOR 
REPORT No. 81557A PROVES IT! TURNOVER AND PROFITS 


Now... Stanley’s all-new LIFE GUARD YELLOW FOLD- @ Lifetime abrasion-resistant finish! 
ING RULES Overcome one of the biggest rule drawbacks ® Lifetime lubricated joints! 
—stick wear! The U. S. Testing Company test shows that 
the markings on these new Stanley rules wear up to 13 
times longer than other well-known brands. 


After extensive torture tests on Stanley LIFE GUARD 
YELLOW FOLDING RULES and two well-known competi- 
tive brands, U. S. Testing Company reported: EVERYTHING YOU NEED 


“The Stanley rules tested have a marked superiority FOR PROFITABLE SALES! 
to the other rules tested in terms of continuous 
legibility during and after hard abrasive use.” 


What a sales story for you—rules that read accurately 
and clearly after 13 times more use! 


@ Black-on-yellow for maximum visibility! 


® Graduated on all edges—big, black, 
easy-to-read numerals! 


1 Buy 11 rules—get an extra one FREE with 
your order. 


2 All-New Packaging—with a coupon offering 
your customers a FREE copy of “How To Work 
With Tools And Wood” with purchase of any 
Ask your Stanley wholesaler for FREE sample rule sticks, LIFE GUARD YELLOW RULE. 

catalog pages, prices, and details about sales aids and 3 Three New Merchandisers—for use on wall, 
advertising support to help you outsell competition with counter or pegboard. 

new, long-lasting STANLEY LIFE GUARD YELLOW RULES. 
Or write: Stanley Tools, Div. of The Stanley Works, 
New Britain, Conn. 


4 Pre-sold for you-in Stanley's TOOL-OF-THE- 
MONTH Promotion for November... with new 
rules featured exclusively. 


PAV Te Ae = THE TOOL BOX OF THE WORLD 
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(Continued from page 96) 


machines. Features include a wear- 
resistant, high-speed cutting edge 
bonded to a tough alloy steel body 
for maximum strength and resil- 
iency, knock-out slots for easy re- 
moval of cores, and follow through 
cap design which permits sawing 
of deep holes in stacked or layered 
materials where cores can be re- 
moved. Available in hole sizes from 


9/16 to 6-in., and in mandrel sizes 
for light to heavy cutting. Simonds 
Saw & Steel Co., Dept. HA, 470 
Main St., Fitchburg, Mass. 


Item 13 
Holiday candle assortment 


This holiday display assortment 
of Twistolite candles, No. 60/1038, 
is designed for self-selling during 


the Christmas shopping season. The 
white, decorated corrugated case 
takes l-sq ft of shelf space. Unit 
holds 36 10%4-in. Two-Packs in- 
cluding 18 berry red, 12 white and 
6 holly green. Packed two assort- 
ments per shipper. Dealer cost per 
assortment is $10.38. Will & Bawmer 
Candle Co., Dept. HA, Syracuse, 
ae 


Item 14 
Three sizes of tile grout 


Consumers Glue has added Tile 
Grout to its line of building prod- 
ucts. Grout is suitable for repair- 
ing cracks and breaks around tubs, 
showers and basins, and for filling 
seams between wall and floor tile. 
Dries white, waterproof, will not 
shrink or crack. Comes in con- 
tainer with polyethylene bag for 
long shelf life. Available in 1-lb 
packages, 24 per case; 5-lb pack- 
ages, 12 per case, or in 25-lb bags. 
Consumers Glue Co., Dept. HA, 
1515 N. Hadley St., St. Louis 6, 
Mo. 





POWERU? 


for PROFIT 


Spring 


fiel@ 


There’s a powerful easy way to powerful good profits this next season: Sell Springfield! Here’s 


a complete line of riding mowers, garden tillers and Suburban Tractor with more horsepower 
and more salespower than ever before. And that’s plenty! Springfield sets the pattern for 
profits this next season with products designed to sell and promotion to help you sell. 

Start the new season’s profit parade with a roar. Sell Springfield! 


KEEP GOING IN THE SPRINGFIELD PROFIT PARADE KEEP GOING IN THE SPRINGFIELDPROFIT PARAD 
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Item 15 
8-in. aluminum T-square 
Fairgate Rule’s 8-in. T-square 
is made of strong tempered alumi- 
num and has a high-quality satin 
finish. It fits in pockets, bags, 
drawer or hangs on nail. Rules 
come 12 to a display card. Dealer 
cost per card is $4.97. Retail value 
is $8.28. Fairgate Rule Co., Dept. 
HA, Cold Spring on the Hudson, 
| te 2 


Item 16 
Oil paints tracing kit 

This Magic-Way art kit permits 
reproduction of color pictures into 
oil paintings. Magic Grid is used 
to outline picture on 12 x 16-in. 
canvasboard. Magic Colorules show 
actual paint chips of 84 suggested 
colors. Kit also contains brushes, 
two large tubes of white paint and 
9 tubes of colorant, thinner, dryer, 
instructions. Comes in a 16 x 19-in. 
display box with transparent plas- 
tic windows, retails at $5.95. Re- 

















oF mewxure 
placement kits of tubes are $2.95 
and extra canvasboards are 45¢é. 
Color Corporation of America, 
Dept HA, Sayre & Francis Sts., 
Reckford, Ill. 


Item 17 
Masonry fastening tool, pins 


The Pin Boy hammer-driven 
fastening tool directs a hammer’s 
striking energy straight down to 
force the fastening pin into steel, 
concrete, etc. Feature is a re- 
versible barrel which permits the 
use of masonry drill with the 





change from pin-driving position to 
drilling position in a few seconds. 
The new pins are made of specially 
alloyed and hardened steel and are 
available in a variety of sizes and 


styles, including those used in wire- 
loop pinning applications. Rem- 
ington Arms Co., Inc., Dept. HA, 
Remington Park, Bridgeport, Conn. 


Item 18 
Easy-to-clean dust mop 


Quickie’s Shake-A-Mop features 
an easy-to-clean design with a 2- 
part handle and soft nylon-fiber 








i tr. 


SUBURBAN 
TRACTOR 


More power for more sales. 

Can handle every yard task and 
gardening job from planting 

to harvest. Full line of attachments 
for year ‘round selling. Also with 

6 h.p. engine. Recoil or optional 
electric start. Leaf and grass catcher 
attachment is exclusive! 


Want more facts? Circle 135, p. 97 
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mophead. Mop is freed of dust by 
push-pull action that swirls mop 
vigorously. Handle is copper-toned, 
half wood and half metal. Mop- 
heads are in lemon yellow, tur- 
quoise or white. Mopheads won’t 
shrink, and frame is pliable for 
cleaning in difficult corners. Retail 
price is $4.95. Quickie Mfg. Corp., 
Dept. HA, 20th and Oxford Sts., 
Philadelphia, Pa. 


Item 19 
Satin varnish in spray can 


U-Spray-It aerosol satin varnish 
has a polyurethane base that with- 
stands rugged use. Resists chip- 
ping, scuffing, alcohol, juices, hot 
liquids, grease and dirt. Can be 
used on table tops, floors, stairs and 
railings for a soft, hand-rubbed 
effect. Comes in a 16-0z can, also 


available in high gloss. Sapolin 
Paints, Inc., Dept. HA, 205 E. 42nd 
St., New York 17, N. Y. 


Item 20 
Plastic fisherman's box 


Six removable dividers make this 
lightweight polypropylene fisher- 
man’s pocket box versatile and con- 


POWERU 








S 


BIG. Model 62VT, vertical! 


for PROFITS 


venient for lures, plugs, spoons, 
hooks, swivels, spinners, sinkers, 
etc. The tough, attractive box comes 
in tan and dark green. Vichek Tool 
Co., Plastics Division, Dept. HA, 
3001 E. 87th St., Cleveland 4, Ohio. 


Item 21 


All-purpose plastic cement 


Du Pont’s plastic cement gives a 
strong bond with all types of plas- 
tic except polyethylene. Can also be 
used with leather, wood, china, 
metal, glass and paper. It’s clean, 
waterproof, dries in 10 minutes. 
Comes in a 1%4-oz. tube with ap- 


fie 


BIGGER. Model 425, horizon- BIGGEST. Heavy duty verticals 
tal drive. 26” of 14” diam- with 5% h.p. engine (Model 
small gardens and flower beds. eter tines. Handle controls. 550VT) or 4% h.p. engine 
Highly maneuverable. Reverse available. (Model 450VT). 


KEEP GOING IN THE SPRINGFIELD PROFIT PARADE KEEP GOING IN THE SPRINGFIELD PROFIT PARADE 
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plicator top. Suggested retail price 
is 69¢. E. J. Du Pont de Nemours 
& Co., Dept. HA, Wilmington 98, 
Del. 


Item 22 
Simple chain door lock 


Simple to operate and install, this 
chain door lock locks without a key 
just by snapping in the plunger. 
It features a rolled heavy-duty 
hardened bolt and latch assembly 


with tamper-proof, one-way mount- 
ing screws. Retails for $2.98. Lustre 
Line Products, Dept. HA, 53 N. 
Second St., Philadelphia 6, Pa. 


Item 23 
Weatherproof sealing compound 


Aleoa Roofing Sealant is designed 
for use on commercial, industrial 
and residential roofing, curtain 
wall systems, window, flashing and 
trim, and for sealing fascias, cop- 
ings and gravel stops. Has a mois- 
ture resistant rubber base with 
aluminum pigment, comes in stand- 
ard size caulking cartridges which 
can be used in gun applicators. 
Aluminum Company of America, 
Dept. HA, 1501 Alcoa Bldg., Pitts- 
burgh 19, Pa. 


Item 24 
Plastic pipe cutting wheel 
Here’s a specially designed cut- 
ting wheel which converts the Rigid 
No. 205 Tubing Cutter into a plas- 
tic pipe cutter in seconds. Can be 
used on thin or heavy wall pipe. 
The cutter has a capacity of up to 
2-in. Schedule 120 plastic pipe (44- 
in. wall thickness). Wheel elimi- 
nates internal and external burrs, 


insuring uniform distribution of 
solvent on inner surface of fitting 
when making up a joint. Wheel 
can be stored in handle of cutter. 
Ridge Tool Co., Dept. HA, Elyria, 
Ohio. 


Item 25 
Screwdriver-type socket set 


Upson’s Hold-E-Zee Nutdrivers 
have sockets ranging in size from 
3/16 to %-in. Nutdrivers are 
chrome plated, hard-tempered steel 
with hex-shaped socket and shaft. 
Handles are unbreakable, shock 


You Make More Because You Sell More Because They’re Better 





QUICK MANUFACTURING, INC., The House of Power, Springfield, Ohio 
KEEP GOING IN THE SPRINGFIELD PROFIT PARADE KEEP GOING IN THE SPRINGFIELD PROFIT PARADE 


Quality, dependability, durability help make Springfield the 
top-selling riding mowers in the nation. Strong advertising and 
promotion programs, too. People like it because they like its 
features. New leaf and grass catcher attachment adds to 
sales appeal. Full line of other attachments, too. Stock ‘em 


LLL 


No. 1 riding mower in U. S 


and sell ‘em! Power up for Profits! 


ee pee x SS 


. That’s LARGE lawns made easy with the 


25” Springfield with 442 h.p. en. Springfield 32. 5%2 h.p. Safety 


Want more facts? Circle 136, p. 97 


gine, 3 speeds forward plus re- blade clutch, quick change cui- 
verse, other features. 


ting height adjustment. 
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with CHROMALOX 
ELECTRIC HEAT 
Microtube-equipped 
portable heaters 

sell fast at a profit 


Give your customers the sturdy, trouble-free 
portable heaters they want—Chromalox brand 
with safe, long-lived Microtube heating ele- 
ments. Seven different air-flow models availa- 
ble. Each is truly portable, and built with the 
rugged all-metal enclosed heating element. . . 
the type found on better kitchen ranges. You 
can sell Chromalox with the assurance your 
customers will have the finest in quality. You 
can stock Chromalox portable electric heaters 
at a small investment. They’re the lowest cost 
portable with an enclosed heating element! 





WRITE TODAY for descriptive literature 
and information on how you can sell more 
portable heoters of a greoter profit. Ask 
for bulletin M70101. 





WM-12 





CHROMALOX 
mA «6C ELECTRIC HEAT 


EDWIN L. WIEGAND COMPANY 


7598 THOMAS BOULEVARD «+ PITTSBURGH 8, PA. 
Want more facts? Circle 137, p. 97 
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proof and fire resistant. Also avail- 
able in heavy-duty vinyl Roll Kits, 
in five or seven-socket sets. Four 
color counter or wall display hold- 
ing 39 Nutdrivers is also available. 
Upson Bros., Inc., Dept. HA, 65 
Broad St., Rochester, N. Y. 


Item 26 
Two riding tractor models 
This Burns suburban riding trac- 


tor is available in 6 and 9-hp mod- 
els. Electric starter, generator 
and battery ignition is standard on 
9-hp model. The 6-hp model has 
manual recoil starting, but electric 
starter is available. Tractor has 
forward speeds of 2, 4, and 6-mph. 
Tilteaway hood gives easy access to 
engine for maintenance. Rotary 
blades cut 36-in. swath, and blade 


speed is controlled by separate 
elutch. Floating action of rotary 
unit assures smooth cutting on un- 
even ground. Tractors are two- 
toned green and white, feature 
single or dual rear wheels. Burns 
Mfg. Co., Dept. HA, Louisville, Ga. 


Item 27 
Gutter-downspout display 


This display provides a basic in- 
ventory of Crown Aluminum’s 
baked enamel aluminum rain carry- 
ing equipment. The pre-packaged 
display has all parts packed in 
place ready for display with the 


exception of gutter and downspout 
sections which are packed sepa- 
rately. A complete set of merchan- 
dising aids come with the unit. 
Crown Aluminum Industries Corp., 
Dept. HA, 5820 Centre Ave., Pitts- 
burgh 6, Pa. 


Item 28 
5 heavy-duty power mowers 


Toro has added five heavy-duty 
power mowers to its line of insti- 
tutional machines. Units include: 
25 and 30-in. Parklawn front-cut- 
ting reel mowers; 21-in. hand pro- 
pelled Whirlwind rotary; 25-in. 
self-propelled Whirlwind; 7-unit 
Hydraulic Roadmaster, and a 
Roughmaster gang mower: which 





Dependabje they're All Yours 
lurnover when you 


STOCK and SELL the 
SIMONDS Quality LINE 


The Simonds Hardware Line, well-known for 
years to Jobbers and Retailers for its high quality 
and ready customer acceptance, offers even greater 
value and profit opportunities now with the recent 
addition of popular price Chrome Plated Si-Clone 
Circular Saws (the most complete line on the market) 
and the special design Rotary Mower and Garden 
Tool File. Both of these items have popular appeal, 
a tremendous market potential (over 13 million 
rotary mowers alone are now in use), and are offered 
to you at the full hardware discount. 





“WELD-EDGE”’ Get the complete story on all items in 

— Simonds high quality Hardware Line 
from the Branch Office and Warehouse 
nearest you. 








" : | “RED END” HACKSAWS ROTARY MOWER 
CHROME-PLATE SI-CLONE SAWS & GARDEN TOOL FILES 








BUCKSAW BLADES “RED CIRCLE” SHANKS 


“CROSS-CUT” SAWS AND “BLUE-TIP"’ BITS & 








“RED TANG” 


si SIMONDS 


| SAW AND STEEL CO. | 

Factory Branches in Union, N. J., Chicago, Shreveport, La., Los Angeles, San Francisco and Portland, ~ 

Oregon « Canadian Factory in Granby, Que. * Simonds Divisions: Simonds Steel Mill, Lockport, New York; FITCHBURG. MASS 

Heller Tool Co., Newcomerstown, Ohio; Simonds Abrasive Co., Phila., Pa., and Arvida, Quebec, Canadeo ) 
Want more facts? Circle 138, p. 97 


HARDWARE AGE, November 2, 1961 © 113 





BUYING CHECK LIST 


Want more details? Just circle item number on p. 97 


adapts to 3, 5 or 7 Roughmaster 
frames. The 30-in. Parklawn 
(shown) has a 4.5 hn engine, 8-in. 
diameter reel with five blades. Rid- 
ing sulky and grass catcher are op- 
tional. Toro Mfg. Corp., Dept. HA, 
8042 Snelling Ave., Minneapolis, 
Minn. 


Item 29 


Durable vinyl floor matting 


Dura-Kleen vinyl matting is re- 
sistant to oils, acids, chemicals, 
grease solvents and animal and 
mineral fats. Matting is easy to 
clean and will not stain floors. Cor- 





your wife can sell WAS 
packaged like these 


Maybe your wife helps out sometimes, and maybe she doesn’t 
— but ask any woman who has seen our Mil-Pac Twins pack- 
age, and we'll bet she’ll agree this is the best way yet developed 


to sell washers! 


. Naturally Wrought Washer, the world’s 

| largest producer, developed this dual-sales 
maker ...all dolled up in a neat yellow- 
and black carton holding two red-topped 
plastic tubes of lock washers and flat wash- 
ers. We repeat: you, sell two items instead 
of one, every time.” 


Packaging alone isn’t enough, so you should remember this 
is top-quality merchandise, offered only by the best-known 
brand name in washers, completely dependable... very profit- 


able, too. Stock up now. 


Order from your jobber. Ask 
seer jobber to show you 

rought Washer'’s other 
sales-minded packages: ex- 
clusive Klip-Pac, Assort- 
ments and Single Tubes, 
Standard Shelf Packs, Bulk 
Washer Containers. 


WW /3/6061/HP 


2108 SOUTH BAY STREET, MILWAUKEE 7, WIS. 
SHeridan 4-0771 « twx MI 277 


WORLD'S LARGEST PRODUCER OF WASHERS 
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rugated design won’t slip, colors 
won’t fade. Comes in terra cotta, 
green, white, black and brown in 
1,-in. thickness, 24, 36 and 48-in. 
widths in rolls of approximately 30 
yards. American Biltrite Rubber 
Co., Boston Woven Hose & Rubber 
Div., Dept. HA, Box 1071, Boston 
3, Mass. 


Item 30 
Instant folding leg 

Tennis fans and model train hob- 
byists will find Heyer’s improved 
#210 leg well suited for table tops. 
A new instant folding feature has 





been incorporated without sacrific- 
ing original strength or construc- 
tion principles. Heyer Mfg. & 
Sales Co., Dept. HA, Box 607, 220 
E.. Exchange St., Freeport, Ill. 


Item 31 
Decorative gift wrap tape 


Six new patterns of Scotch gift 
wrapping tapes are available for the 
holiday season. In the %-in. line, 
new patterns are Fleur-de-lis on 
brown, a deer on white and poin- 
settia and angels on red. In the 
%4-in. line: Christmas modern on 
red, Santa’s helpers on white and 





" Item 34 
ey a Compact portable winch 
s Here’s a handy portable winch 
that serves many purposes around 
the home, farm, factory or shop. 
It is easily operated and can lift 
up to 2,000-lb. A spring-actuated 
pawl and ratchet system provides 
solid safety and gives instant re- 
lease. Comes with 15-ft of 3/16-in. 
aircraft cable, and a long-wearing 
molybdenum-filled nylon bearing. 
Other features are forged steel 
holly and mistletoe on metallic 
green. Minnesota Mining & Mfg. 
Co., Dept. HA, 900 Bush Ave., St. 
Paul 6, Minn. 


Item 32 
Wall hydrants packaging 


The complete line of Frost-Proof 
wall hydrants is now packaged in 
fibreboard boxes which describe and 
illustrate important sales features, 
as well as installation instructions. 
Available for all 4, 6, 8, 10, 12, 14, 
16 and 18-in. lengths hydrants. 
Mansfield Sanitary, Inc., Dept. HA, 
Perrysville, Ohio. 
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The blade of every Shark-O-Lite 

chisel, made from world famous 

Swedish charcoal steel, is scien- 
Item 33 | tifically hardened and tempered 


Easy-start riding mowers _ to make the entire usable length 


MSO PEN tougher, and more durable. Ever 
Simplicity’s Wonder Boy 400 rid- blade is hand honed to give it the 


ing mower features a 4-hp Briggs sharpest cutting edge available. 
& Stratton engine with Easy-Spin Handles of unbreakable, translucent 
starting. Newly-designed adjust- amber plastic . . . and now this 
popular, working chisel comes 
packed ina a, 
handsome 
*“See-Thru” 
display box 
not only protecting its famous razor-sharp 
cutting edge, but also making it easier 
to store and display in either bin 
or on peg board. 


7 
ee tn en et 


A ENT I 





a  ———————— 


POPULAR 1032WD ASSORTMENT 


With the purchase of a dozen Shark-O-Lite chisels, 

you can receive, free, this attractive sturdy display 

, ' rack suitable for counter or window merchandiser. 

operation easier. Unit features The assortment includes the stand plus these popular 


free - floating mower mounting ee ee ee ee CNisel sizes: 2 each of 14", 12”, %4", 1", 114” and 114" 
which enables mower to follow oi 
ground contours and prevents | ba 
scalping of hills and terraces. Sim- _| sk your wholesaler for them Sa | ly . STEEL ING SAW & TOCL 
plicity Mfg. Co., Dept. HA, 1101 or, write for catalog page ’ ‘—— 


Spring St., Port Washington, Wis. aman 1702 Nevins Road, Fair Lawn, New Jersey 





1-203 
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hooks, housing of strong aluminum 
alloy, and sturdy steel handle which 
fits any of eight handle position 
holes. Unconditionally guaranteed 
against defects. Retails for $29.95. 
Gra-Tite Mfg. Div., Gray Proper- 
ties, Inc., Dept. HA, 421 S. W. 6th 
Ave., Portland 4, Ore. 


Item 35 


Coating to skid-proof rugs 
Griptex Rug Life-Guard is ap- 
plied with brush, roller or spray 
gun to underside of rugs to form a 
non-skid film. Will not skid on 
wood, linoleum, rubber, tile, asphalt 





Cress Tacks, Brads, Nails and Staples now 
redesigned for faster selling in color coded, 
window-front boxes that hang, stand or fit 
the rainbow display rack which is free. 


Feature the cross line and sell more related items. Ask your jobber. 
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or vinyl floors, and will not mar 
surface. Also prevents unraveling, 
fraying and wrinkling of rugs. 
Comes in cartons of 24 pints or 12 
quarts. Adhesive Products Corp., 
Dept. HA, 1660 Boone Ave., New 
York 60, N. Y. 


Item 36 
Adhesive for junction boxes 

An improved formulation for 
Permacel PA 1041 adhesive for 
mounting junction boxes is now 
available. The 2-part epoxy ad- 
hesive package is guaranteed not to 





harden in cup for one year from 
purchase date. Cup contains enough 
adhesive for ten 4 x 4-in. boxes. 
Can be used on masonry, tile, metal 
beams and wood surfaces. Perma- 
cel, Dept. HA, U. S. Hwy. 1, New 
Brunswick, N. J. 


Item 37 
Vises for drill presses 


Columbian has an improved line 
of drill press and milling machine 
vises available in four standard 
sizes. Line features interchange- 
able parts and replaceable working 





parts. Each vise has vertical slot 
for holding rounds, swivel crank 
handle, plain or steel jaw faces. 
Jaw widths are 3% and 5-in., jaw 


depths 1% and 2-in., and jaw open- 
ings are 354, 4%, 6, and 6% in. 
Columbian Vise & Mfg. Co., Dept. 
HA, 9021 Bessemer St., Cleveland 
4, Ohio. 


Item 38 
Portable electric broiler 


Rival’s Broil-O-Mat portable elec- 
tric broiler, Model No. 630, includes 
a heavy-duty aluminum cover, alu- 
minum rack, extra deep base and 
6-ft detachable cord. Handy pour- 


ing lip makes grease removal easy, 
and rack and base are submersible. 
Unit is 12-in. wide, 7-in. high, lists 
for $9.95. Comes in gift carton. 
Rival Mfg. Co., Dept. HA, 36th & 
Bennington, Kansas City 29, Mo. 


Item 39 
Decorator towel rings 


Bathroom accessory with a deco- 
rator flair is offered with this spe- 
cialty towel ring. Available in a 
variety of finishes including 
chrome, brass, lucite. Towel rings 








are triple chrome plated brass and 
pure zamak castings. Del Mar 
Mfg. Co., Dept. HA, 12901 S. West- 
ern Ave., Gardena, Calif. 


Item 40 

Tool to open stuck windows 
Howard Hardware’s Windo-Ease 

tool opens stuck windows easily, 

without marring paint finish or 

damaging window sash. Tool has 





























An ideal tool—the utility of a box wrench with the PLUS features of a ratchet—for 
speedy work where space is extremely limited. Available in six popular wrenches—11 
separate openings. The four smallest sizes are especially designed with six point 
openings for a more positive grip where nuts and bolts are undersized or distorted. 


Brightly plated. 


5-PIECE SET 
m, Range 1%” to 7%”. 
im \* This five piece 
er ; set covers the ten 
most popular sizes 
without duplica- 
tion. Beautifully 
packaged in a 
Vinyl plastic 
pouch. 


RATCHETING 
BOX WRENCH 
DISPLAY 


Another addition to 
the vast assortment 
of indestro permanent 
displays. This Stand- 
ard Junior Panel—13” 
x 31”—will blend into 
your present Indestro 
display or would be an 
excellent addition to 
all tool departments. 
A complete selection 
ranging from 14” to 
Ye" are included in 
open stock—PLUS the 
popular sets beautiful- 
ly packaged in Vinyl 
plastic kits and 
pouches. 
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Division of Duro Metal Products Co. 


6-PIECE SET 


Range %4” to 7%. 
This 6 piece set 
covers the eleven 
most popular sizes. 
Beautifully pack- 
aged in two color 
reinforced, Vinyl 
plastic kit. Each 
wrench partition is 
wrench sized for 
your convenience. 
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SERVATOOL DISPLAY 


A complete and compact perforated 
board display. Universally adaptable to 
Ve” or %” peg board, or solid sur- 
faces by using the hanger bracket 
provided (FREE) with each display. Dis- 
play consists of the six most popular 
wrenches—ranging in size from 14” 


to %”. 


Manufacturers of 
Duro-Chrome 
Hand Tools 


MANUFACTURING CORPORATION - 


2649 N. Kildare Avenue « Chicago 39, Illinois 


Duro Power Tools 
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increaset 


,..the reward when you stock 


dixie, deluxe, 


Reel hand and 
self-propelled mowers 


Finger-tip 
throttle and 
clutch controls 


4-cycle engine — 
2.0 HP Briggs 
and Stratton 


Trouble-free 
belt idler 
clutch 


Ball bearing 
type reel bearings 


Sectional 
rollers 
for easy 
turning 


Cutting heights 
from 58” to 2” 


10” tires 
for maximum | 
traction 


Designed for years of service and 
trouble-free performance. You'll 
have faster turnover and greater 
profits with this fast moving. Dixie 
Lawn Mower. Be sure to see your 
lelei dsl i-lalemmelt-jcalele) ce) amie) mm ad-\-] Mme) 
Rotary Mowers. 


-MAIL THIS COUPON TODAY! = 


Southland Mower Co., Selma, Ala. 


Please send full details of the Dixie Deluxe 
and Garden Pride self-propelled power and 
push mowers. 


Name 


Firm 











| ET Were Sse SR 
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steel blade and sure-grip handle. 
Knife is slipped into window casing 
and pulled downward to cut cleanly 
through hardened paint, freeing 
window. Howard Hardware Prod- 
ucts, Inc., Dept. HA, 250 Elizabeth 
Ave., Newark, N. J. 


Item 41 
Coaster set and rack 


This brass Coaster Caddee holds 
eight styrene coasters. Package is 
impulse-designed in red, black and 
white and has hang-up feature. A 


special seasonal holiday package is 
also available. Travco Plastics Co., 
Dept. HA, 1041 E. 46th St., Brook- 
ion 8, N.Y. 


Item 42 
Dust bags display rack 
This swivel display rack is for 


canister, tank and upright models. 
Packaged in units of 4, 5, or 6. 
Each package has a coupon, which 
with a 25¢ handling charge is re- 
deemable by customers for Dust- 


pak vacuum bags. Dealers retain 
25¢ as fee for redemption of cou- 
pons. Dustpak Ltd., Inc., Dept. 
HA, 205 N. 7th St., Brooklyn 11, 
me 2 


Item 43 
Moisture proof undercoating 


Kyanize No. 40 Surface Condi- 
tioner is designed to stop moisture 
on unpainted damp concrete and 
masonry surfaces. Can also be 
used on wood and metal surfaces. 
Conditioner will dry in moist air, 
binds and anchors porous and dust- 
ing cement surfaces to provide an 
undercoat for floor and wall paints. 
Can be applied with brush, roller or 
mop. Also protects against alkali, 





and will not conduct electricity. 


Street___ BO OR A ee 


| Dustpak’s disposable vacuum Kyanize Paints, Inc., Dept. HA, 
City Zone __ State 


| cleaner dust bags. Rack holds bags 2nd & Boston Sts., Everett 49, 
scan Sesioets for all types of cleaners including Mass. 
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Item 44 

Faucet repair demonstrator 
This display demonstrator lets 

customers try Mr. Faucet Fixer on 

a cut-away faucet to see how it 

works. Deal No. F-2 contains 13 

Mr. Faucet Fixers and display 





stand with faucet. Shipped one per 
carton weighing 6-lb. Retail value 
is $12.74; dealer cost is $8. Melard 
Mfg. Corp., Dept. HA, 2926 White 
Plains Rd., New York 67, N. Y. 


Item 45 
Utility tool merchandiser 


This Tool Tree, Model No. A70, 
has a complete line of paint-up, 
patch-up tools. The 4-sided tree is 
14 in. in diameter, 68-in. high, and 
holds 28 utility items. Retail value 


Rad Doct @ 
' ? 


of merchandise is $149.22; dealer 
cost is $89.36. Comes shipped in 
two cartons with total weight of 75 
lb. Red Devil Tools, Dept. HA, 4200 
Vaux Hall Rd., Union, N. J. 


Item 46 
Gift-boxed snack bowls 


This Melamine Chip N’ Dip set 
features a large 68-oz chip bowl in 
turquoise, yellow, tangerine, cin- 


namon or white. The 9-oz dip bowl 
comes in white only with brass 
holder. Each set is specially boxed 
for gift giving. Retail price is 
$3.95. Brookpark, Inc., Dept. HA, 
11701 Shaker Blvd., Cleveland 20, 
Ohio. 


Item 47 
Shooting gallery display card 


A display card that can be affixed 
to Marksman’s Moving Target 
shooting gallery is available for in- 
store use, or window demonstra- 


MARKSMAN 


o> 


tion. Multi-color card shows how 
targets can be used with BB and 
Pellet air pistols, or air rifles. 
Marksman Products, Dept. HA, 
2101 Barrington Ave., Los Angeles 
25, Calif. 


Item 48 
Easy-to-use wood finishes 


Winfield Brooks’ Even-Even 
Stain and Even-Even Finish makes 
wood finishing quick and easy. 
Stains come in tubes, are applied 
with cloth. Dries to touch as ap- 
plied, and is ready for finish coat 
in three hours. Finish is rubbed 





Increaset 


...the reward when you stock 


Gixie, deluxe 


and 
Garden pride, 
Rotary push and 
self-propelled mowers 


og Neutral 


drive 
Speed control 
control 


, Chrome 
\ plated 
handles 


Briggs or 
Clinton 
3 HP engine 


Graffoil 
bearing 

steel wheels, 
rear 8”, frt. 7” 


Mulcher 


14 Ga. 
steel base 


\ 4 Cutting 
heights, 
1 to 3 in. 


Joan Air 
lift blade 


Outstanding in design, trouble-free 
in performance . . . and engineered 
for maximum safety. This is your 
Southland mower. Safety sells. And 
you sell more when the push and 
self-propelled mowers you sell are 
Dixie Deluxe, the cast aluminum 
line, and Garden Pride, the steel 
deck line. Increase your profits with 
the fast moving Dixie Deluxe and 
Garden Pride rotary lawn mowers. 
See your Southland distributor for 
Rotary or Reel type Jawnmowers. 


Southland Mower Co., Selma, Ala. 
Please send full details of the Dixie Deluxe 
and Garden Pride self-propelled power and 
push mowers. 


r-MAIL THIS COUPON TODAY! 
| 
f 


Name 





Firm__ 
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on with cloth, dries in seconds, 
leaving no bubbles, dust or lint 
marks. Can be used on unfinished Blades for utility knife 

wood or for refinishing. Stain Fuller’s No. 689 Assortment fea- 
comes in antique pine, walnut, tures 10 packages of precision 


Item 49 


Danish modern, mahogany, maple 


and alcohol resistant. 
Brooks Co., Dept. HA, Conn & 
Fowle Sts., Woburn, Mass. 


* cherry. Finish is waterproof 
Winfield 


ground, extra sharp and strong 
utility knife blades. Blades come 
five to a package. They are adjust- 
able to three positions, and fit all 
standard utility-type knives. Free 





PIN TUMBLER 
CYLINDER RIM 
NIGHT LATCH 


The Patented Cylinder 
makes the difference 


You can offer your 

customers the one 

competitively priced Night 

Latch that is SUPERIOR. 

Taylor's patented pin 

tumbler cylinder assures 

construction equal to a 

solid brass cylinder... one 

look will convince your 

customers. 

Standard size for new 

installations or perfect a No. D800CG 
replacement. ere ae Optional 


display pack. 
EYE) ON TAYLOR LOCK 





if 06 Se) Si tela Giger ist. by 


mh 0o) 2: ee ee | 


MANUFACTURERS OF NIGHT LATCHES, PADLOCKS, DOOR KNOBS. KEY BLANKS AND BUILDERS’ HARDWARE SINCE 1922 
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display card can be used on counter 
or hung on wall board. Fuller Tool 
Co., Inc., Dept. HA, 152-85 Tenth 
Ave., Whitestone 57, N. Y. 


Item 50 
Long-life folding rules 


Featuring an exclusive abrasion- 
resistant finish, these new folding 
and extension rules offer longer 
legibility and easier visibility with 
the yellow background color. Two 
6-ft. rules are offered: No. 6LG, $2 
list, and No. 6LG extension rule, 
$2.69 list, both with non-stretching, 


lifetime lubricated brass plated 
steel joints, brass strike plates and 
end caps and selected hardwood 
sticks. Stanley Works, Stanley Tool 
Division, Dept. HA, 195 Lake St., 
New Britain, Conn. 


Item 51 
Weatherstrip line expanded 


Newest addition to the M-D line 
of weatherstrip is this Vina-Seal 
Garage Door Bottom. Made of 
flexible, extruded gray vinyl and 
designed to cushion door closing as 
well as seal out drafts, dust, etc. 
Easily installed by nailing to bot- 





tom of door. Comes individually 
packed in poly bag for 8 ft, $2.50; 
9 ft, $2.75; 16 ft, $4.95; 18 ft, 


$5.45 and 100 ft, $30. Macklan- 
burg-Duncan Co., Dept. HA, Box 
1197, Oklahoma City 1, Okla. 


Item 52 
Adjustable stern light 


Here’s the Seiss 27-in. stern 
light, for 6 or 12 volt, and adjust- 
able down to a 6-in. height. No. 
561 has chrome shield below clear 
glass, shake-proof, lens dome to 


reflect light upward without down- 
ward glare. Light is cast of Zamac 
alloys, has two flag clips and plug- 
in connector switch. Seiss Mfg. 
Co., Dept. HA, 3856 Seiss Ave., 
Toledo 12, Ohio. 


Item 53 
Holiday felt marker display 


Carter’s has a holiday counter 
display for Marks-A-Lot felt-tip 
markers. Three-sided swivel display 
takes about 20 sq in. of counter 
space, and has a Christmas header 
which lists holiday uses for the 
markers. Header can be removed 
after holiday season. Display comes 
with 14 black, 6 red, 6 green, and 2 


each of blue, orange, yellow, purple 
and brown markers which retail at 
59¢. Carter’s Ink Co., Dept. HA, 
239 First St., Cambridge, Mass. 


Item 54 
Gold-plated spinning reel 


The Spinlite Presentation spin- 
ning reel, Model 850G, has a dura- 
ble finish of 24-karat gold plate. 
It is a 6-oz, ultra-light reel which 
retails at $60, and has same fea- 


ELLER 
IT- MAKER: 


_ NYLON-Reinforced 
_ BRAIDED COTTON 


Has 25% more tensile strength! 
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CLOETHESLINE 





Highest quality made in the low price line 
Less stretch, longer life 

Customer-attracting, self-selling packages 
40% Profits Plus 100% Customer Satisfaction! 


PURITAN CORDAGE MILLS, INC. 


Louisville, Kentucky 





“World’s most complete line of cordage products”. 
Want more facts? Circle 146, p. 97 
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There's just one reason why 
more stores sell Atlas Tacks, 
Nails and Brads than any 
other brand: 


BETTER 
PROFITS 


But there are four reasons 
why they make better profits 
with Atlas: 


1. Better displays 
2. Better packages 
3. Faster turnover 


* COMPLETE 
LINE 





Every size of every kind of popular 
household fastener — all available 
in the famous red Atlas % Ib. and 
1% |b. packages. You get a com- 
plete stock of your fastest movers 
— all from the complete Atlas line 
— with one order, one invoice ... 
less bother, more profit. 


ct 1810 


a vs vs 


Atlas = 
CORP. 
Fairhaven, Mass. ¢ Henderson, Ky. 


1810-1961 
ONE HUNDRED AND FIFTY-ONE YEARS OF SERVICE 
Want more facts? Circle 147, p. 97 
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tures of the Spinlite Deluxe model. 
Designed as a presentation gift or 
award, the retail price includes en- 
graving of recipient’s name and an 
extra spool and velvet reel bag. 
Langley Corp., Dept. HA, 310 
Euclid Ave., San Diego 12, Calif. 


Item 55 
Electric items packaging 


The Saf-T-Lok line of weather- 
proof electrical devices are now 
skin-packed on a display card with 
illustrated instructions. The pack- 
ages are hole punched and uniform 
in size for effective wall-board dis- 
play or counter partitions. Bell 
Electric Co., Dept. HA, 5735 S. 
Claremont Ave., Chicago 36, Ill. 


Item 56 
Attachment for snow thrower 


This snow thrower attachment 
for Panzer tractors is operated 
from the tractor power take-off 


gearbox. It can be started, or shut 
off, from the tractor seat. Covers 
86-in. and the discharge spout can 
be turned in either direction 360- 
degrees. Can be raised or lowered 
by lift handle. Panzer Products, 
Inc., Dept. HA, Waynesboro, Va. 


Item 57 
Warp-proof wooden level 


A two-year guarantee against 
warping comes with the new Stay- 
True TM laminated wooden levels. 
They are impregnated with phe- 


nolic resins to make them water- 
proof, weatherproof, and abrasion 
resistant. Goldblatt Tool Co., Dept. 
HA, 1910 Walnut St., Kansas City 
41, Mo. 


Item 58 
12-in. wide mail plate 

This 12-in. wide mail plate is 
made of anodized aluminum, fluted 
to harmonize with any home. The 
plate has 2-in. opening and a con- 








cealed spring to keep exterior drop 
tightly closed. Entire unit is ano- 
dized in choice of bright brass, 
satin bronze, or aluminum to match 
door hardware. Dexter Lock Div., 
Dexter, Ind., Inc., Dept. HA, 1601 
Madison Ave., Grand Rapids 2, 
Mich. 


Item 59 
Handy battery testing kit 
Wico Battery Chek-Stik can be 


used on autos, boats, riding mow- 
ers, snow blowers and garden trac- 


tors. Consists of a red ball enclosed 
in plastic tube-type syringe. Ball 
floats in acid when battery is good; 
sinks when battery is weak or dead. 
Wico Ignition Div., Globe-Union, 
Inc., Dept. HA, W. Springfield, 
Mass. 


Item 60 
Decorated plastic tumblers 


These Lustro Ware plastic tum- 
blers feature high styling and dura- 
bility. Crystal Bamboo pattern has 





lattice design comes in 514 (T-50), 
9 (T-55) and 10% (T-51) oz sizes, 
retailing at 10 and 15¢. Lance 
(T-62A) and Fleur-de-lis (T-62B) 
patterns are decorated in red, tur- 














Brighter, neater, cleaner and more 
convenient display of nails, rivets, 
fittings and similar items in Revolvo 
Merchandisers for increased sales 
.. . less handling. By putting the 
merchandise out where customers 
can see and feel the items, you'll 
increase impulse buying... make 
more money. 


& Write for FREE Folder 320 
‘*MODERNIZE WITH REVOLVO”’. 
Shows full range of sizes and models. 
The Frick-Gallagher Mfg. Co., 
102 S: Michigan Ave., Wellston, Ohio 


Revolvo Merchandisers eliminate 
the need for storage in other areas 
because their unique bin design lets 
them accommodate complete stocks 

. . saves floor space and time re- 
quired to service customers. Install 
Revolvo Merchandisers today .. . 


watch your sales go up—up—up. 


BONDERIZED 


REVOLVO 


COUNTER PARTS CASES 


REVOLVO 
NAIL BINS 


NAIL BIN 
COUNTERS 


DISPLAY 
COUNTERS 





es 
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Taylor's 
Poly Bags 

Boost 
Turnover! 


Such items as TM Log Chains, TM 
Tow Chains, Halter and Dog Chains 
are packaged in poly bags to speed 
self-service sales— boost turnover for 
you. Taylor's gleaming new Dura-plate 
finish on all zinc-plated chain... the 
popular TM Chain Salesmaker with the 
rugged new Tayco Reels...the 
handy metal Tay-Pails are additional 
sales helps that make Taylor the pref- 
erence of dealers everywhere. Start 
getting your share of the big, everyday 
chain sales right away. Call your whole- 
saler or write today. You'll like our 
“Jack-Rabbit Service!" 


Chain is our speciality — not our sideline! 


S.G. TAYLOR CHAIN CO., inc. 


General Office: Hammond, Indiana 
Plants: Hammond, Ind., and Pittsburgh, Pa. 


aylor 
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BUYING CHECK LIST 


Want more details? Just circle item number on p. 97 


| quoise, gold or black, retail at 19¢ 


each. Columbus Plastic Products, 


| Inc., Dept. HA, 1625 W. Mound St., 
| Columbus 23, Ohio. 


Item 61 
Packaged arbor saw kit 

This Motertool 8 in. tilting arbor 
saw, Model No. 815A, comes com- 
plete in a carryhome package. 
Package is made of white corru- 


eR IG868 


gated boxboard printed in red and 
black highlighting sales message 
for mass display. Saw features 
%4-hp G.E. motor, all-steel stand, 
cast iron extensions and accesso- 
ries.. Retail price is $149.80. Tool- 
kraft Corp., Dept. HA, Plainfield 
St., Springfield, Mass. 


Item 62 
Packaged sal* for softeners 


Sterling Brine Kubes now have a 
protective corrugated covering to 
keep salt sanitary and aid in prod- 


uct identification. The 50-lb cubes 
are for use in home and industrial 
automatic water softeners with 
separate brine tanks. Salt is com- 
pletely soluble, assures clear brine 
with no _ valve-clogging residue. 
Brine Kubes will still be available 
without cover. International Salt 
Co., Dept. HA, Clarks Summit, Pa. 


Item 63 
Thermometer line expanded 


The Colonial Lantern outdoor 
thermometer is the newest addition 
to the Cooper line. It is weather- 
proof, rustproof and finished in dull 
black. Features large black figures 


.2 3 
te ° ea 
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and red pointer on a white dial. 
All-aluminum bracket permits right 
or left mounting. Suggested retail 
price is $5. Can be used in any 
climate. Cooper Thermometer Co., 
Dept. HA, Pequabuck, Conn. 


Item 64 
New screw-holding driver 


Here’s a screw-holding driver 
made with a square blade of rust- 
proof, alloy steel. Its shockproof, 
unbreakable clear plastic handle is 
fluted for gripping. Spring assem- 
bly is blued steel with plated end 
caps. Available in four blade 
lengths: 2%, 4, 5 and 6-in. for all 
purpose work. Each driver is in- 
dividually packed on a prepriced 





display card. Great Neck Saw 
Mfrs., Inc., Dept. HA, Mineola, 
N.Y. 


Item 65 
Utility household magnets 


Gordon’s utility magnets are for 
use in home, office, workshop or 
garage to hold small metallic ob- 
jects. Magnets come in pairs, with 
glue for attaching to non-metallic 
objects. Magnets and glue car- 
tridge come on hang-up bubble pack, 
12 per box and 12 boxes per master 
carton. Retail price is 75¢ per 
card. Gordon Associates, Inc., 
Dept. HA, First St., Derby, Conn. 


Item 66 
21 in. propelled mower 


A new Squeez-N-Mow control 
system on the 21-in. deluxe trans- 
mission propelled rotary mower 
makes this model as easy to operate 


~~ MP: 


as a vacuum cleaner. Other fea- 
tures include the new Saf-T-Temp 
blade, remote starter control and 
Vacuum-Air grass bag. Moto- 
Mower, Inc., Dept. HA, 625 S. “G”’ 
St., Richmond, Ind. 
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Jack rabbit 
service 


geared to TAYLOR'S 
turnover! 


Taylor's bright, new Dura-plate 
finish on all zinc-plated chain... 
the rugged, new Tayco Reel on the 
TM Chain Salesmaker . . . up-to-the- 
minute, self-service packaging ...an 
88-year-old reputation for chain mer- 
chandising and top-flight, uniform 
quality help move more chain, faster— 
create the need for ‘Jack rabbit”’ 
service among retailers everywhere. 
Dealers can depend on such service, 
because chain is our specialty, not 
our sideline — because our complete 
and up-to-date chain-manufacturing 
facilities, and a nationwide network 
of hardware wholesalers, are always 
at their disposal. Why not check into 
your profit potentials with TM Chain. 
Call your jobber or write for our new 
Bulletin 27 today! 


Chain is our specialty — not our sideline! 


aylor 


CHAI 
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Ss. G. TAYLOR CHAIN CO., Inc. 


General Office: Hammond, Indiana 
Plants: Hammond, Ind., and Pittsburgh, Pa. 





PERFECT 
COLOR 


SLENDING Iwiceas Fast- 
With NEW HORIZONTAL CLAMP* 
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Now you can end customer complaints caused 
by incomplete blending. Cut mixing time in 
half. You get both benefits be- 
cause Red Devil has discovered 
a new can-clamping angle that 
doubles the efficiency of the 
No. 30 Paint Conditioner. And you can get these benefits at once 
with your present No. 30 and a simple modernization kit that can 
be installed in 5 minutes time with an ordinary wrench and costs 
you only $37.50. New jaw design holds a gallon can, two quart and on the new Red 
cans, or three pint cans... more securely and without adapters. Devil Twin-30 at $217.50. 


Make sure any paint you sell is at ready-to-use perfection. Up-date Liberal trade-in allow- 
your No. 30 Paint Conditioner now. Order this MK1 kit from your ance. Compiete machines 
jobber or send us your check and we will pay shipping costs. sold only through Red 
*Patent applied for Devil jobbers. 


Red Dewil Took... cor: union. ns,us.a 


World's Largest Manufacturer of Painters’ and Glaziers’ Tools—Since 1872 
Want more facts? Circle 150, p. 97 


This new clamp is now 
standard on the improved 
Red Devil No. 30 Paint 
Conditioner at $167.50 
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Now... a 


TWIN 


Red Devil No. 30 


And of course the new Twin-30 features the new hori- 
zontal can-clamp angle—discovered by Red Devil re- 
search—that guarantees perfect color blending of the 
most “difficult” paints and cuts mixing time in half. 
Priced at $217.50, this Twin-30 machine 
is also available as No. 30 with one can 
clamp at $167.50. See your Red Devil 





*Patent applied for 


Counter base or pedestal base (illustrated) are 
optional at additional cost. 


Want more facts? Circle 150, p. 97 
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ASSORTMENT No. 30 


ORDER THIS RED HOT 
PROFIT MAKER TODAY 


Total of 21 bits, 3 each of the seven most 
wanted sizes. Each bit individually carded and 
prepriced with FREE DISPLAY RACK 


DEALERS COST °57° PER ASST. 


Is are mfd. in the U.S., Japan and other 
be PR og standards and are branded and uncon- 
ditionally guaranteed. 


152-35 Tenth Avenue, Whitestone 57, N. Y. 





3 
k 

rR | 
H DISPLAY BAG omc 


B “Sells your product on sight” & 


E Here's how the all-in-one RAK4T- 
PAK can increase your sales... 
& lower costs ...step up your profits. 


ge paper header, no cardboard in- 
sert—RAK-IT-PAK saves paper costs,,. 

Berinting, stapling, grommeting. 
Ends double inventory. 


POLYCLEER 


a RAK-IT-PAK’s single operation print- 
gine “teams up” header and bag— 
front and back — for total package 
@ impact. 
b NORTHLAND designs, produces and g 
prints the RAK-IT-PAK in 1-2-3 col- 
Bors. Many sizes, styles, gauges. 
Quantity users, i 
write for details, samples. 
¢ Ask about low-priced, guaranteed e 
Bag-O-Matic Heat Sealer. 4 


—EINORTHLAND 


§ BAG CORPORATION = 

* 1-H Carleton Ave., Mt. Vernon, N. Y. 
OWens 9-456 

a 
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This handy metal drawer contains 
128 springs — the 40 most popular 
sizes in coded compartments. The 
springs are precision made and 
plated. Boxed refills are available 
from stock. Also larger assortments 
in convenient two- and four-drawer 
cabinets. 


Order from Your Jobber or Write Us. 


Also Weatherstrips 
Clean-out Augers 


nee Pole Sockets 


ARDNER WIRE CO. 
1329 Se. Cicero Ave., Chicago 50, Ill. 
Want more facts? Circle 153, p. 97 





Book 


for a dealers’ library 





“Better Homes & Gardens Fam- 
ily Camping Book” can be used as a 
merchandising tool with camping 
displays, as a give-away with big- 
ticket purchases, or as a reference 
book. Covers basic camping equip- 
ment, sleeping gear, stoves and 
lanterns, camp furniture and con- 
venient tools, gadgets for campers. 
It has a full-color washable cover, 
and includes more than 220 illus- 
trations with 34 in full color. Avail- 
able from Better Homes & Gardens, 
1716 Locust St., Des Moines 3, 
Iowa. Pages: 160. Price: $2.95. 


“Small Marketers Aids, Annual 
No. 3” is a Small Business Admin- 
istration booklet discussing meth- 
ods for improving sales, credit and 
collection controls, and public rela- 
tions. Topics include: analysis of 
profits; stock management; timing, 
control and methods of buying; 
partnership accounting; store lay- 
out; supplier relations and assist- 
ance; off-season sales promotion; 
public relations, and credit and col- 
lection control. Booklet is available 
from Superintendent of Documents, 
Government Printing Office, Wash- 
ington 25, D. C. Price is 40¢. 





HARDWARE HUMOR 
RARDWARE 
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“Just what do you mean, ordering 
a master key?” 
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Standard Magnetic Can Opener 


from $3.49 


Automatic - Electric 
Can Opener 
$14.95 


(counter stand extra $3.98) 


Automatic - Electric Can Opener 


and Knife Sharpener 


Standard Can Opener 
$2.49 


Deluxe Automatic 
Can Opener 


from $6.95 


Portable Can Opener 


from $1.98 


Crusher 


$7.95 





Budget Can Opener 
from $1.98 


Portable Knife Sharpener 
$1.98 
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EVERYONE 


LOVES 


ae | 
She'll love the way 
SWING-A-WAY opens 


cans... electrically, 
or by hand. 


He’ll appreciate the ease 
in which SWING-A-WAY 
crushes ice...on the 
counter, or on the wall. 


And, when it comes time to 
sharpen the family knives, 
nothing does it so well 

as the SWING-A-WAY 
Portable Knife Sharpener. 


For the biggest Christmas 
you've ever had, order now and 
keep your stocks complete 

all through the season. 


You can sell more, make more 


SWING-A-WAY 
MFG. CO. 
ST. LOUIS 16, MO. 


in Canada: Fox Agencies, Port Credit, Ont. 
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Restock ‘ . Restock @# Restock 


AGAIN? JW), AGAIN? Yr AGAIN? 
AND Fo 


Only stock boys get annoyed at 
RCN SME Y.\-) ult 


=} i-1end @lomm aa -1-y 4-0) 0) ge) e-leadlole 


Eyo-catching counter pack moves this 


merchandise — FAQT 4S 


This hard-working displayer sells 
both Regular and Automatic Electric 
Heat Bands with built-in 
thermostat to all do-it-yourselfers 
who demand positive, winter-long 
protection for exposed water 
pipes, poultry troughs, mobile 
home plumbing, etc. Holds 
Fiberglas Insulating Kits, as well. 
Total dealer cost, $37.18— 

you collect (at retail) $57.54! 


bd “ 
=" 
* 
> <- 


Easy-Heat Roof Cable Kit, 
with patented shingle clips 
which simplify installation. 
Prevents winter water 
damage to roofs, ceilings 
and interior walls. 


New Econo-Line Heat Band, 
with simplified construction 
and ‘stat, is the lowest-cost 
automatic on the market. | 
Clinches “Price” sales! 


National advertising builds big demand 
for the EASY-HEAT brand’! , 


ann 4 
TR, AT ey 
Slay, si 
‘Ff 


of dead : 
SOs, 2% 
4OUp NAL 


Rc 
MAILER ‘Opics I 


Lost winter, university tests proved See us in Chicago! 
stoue tonen teotande bese ae NAHB “BUILDERS SHOW 


penny a day! Stock and restock Booth Nos. 716-17 « Dec. 3-7 
Easy-Heat. See your wholesaler. 


EASY- HEAT, iINC., “Electric Anti-freeze Devices” 


Dept. HA New Carlisie, indiana 
Want more facts? Circle 155, p. 97 
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It pays to show outside 
lines in “‘live”’ display 


Tiny cottage, big sales maker. 


“Providing the proper _back- 
ground for displaying garden tools 
and accessories is most important,” 
says Neil Watkins, owner of La 
Jolla (Calif.) Hardware Co. 

For the past 10 years a portion 
of the rear of Mr. Watkins’ store 
has been put to good use in this 
manner by means of a miniature 
cottage front. 

This realistic reproduction has a 
window covered with a blind, an 
awning over the window, a shelf 
to accommodate a window flower 
box, and framing the impressive 
redwood cottage front is a small 
white picket fence. 

On display at the cottage are 
rakes, hoes, shovels, watering cans, 
hoses, and other garden items. 

“It’s difficult,” says Mr. Watkins, 
“to determine exactly how much in 
extra sales we have realized as a 
direct result of the cottage. 

“It sure beats hanging them on 
the wall where customers don’t see 
any connection between the tools 
and gardening. At least here our 
cottage offers an area of sugges- 
tion selling.” 





lf you are experienced in the water 

systems business, your volume could Sa las 
be nearly double that of 1956. If itis not, 

take a long look at your sales methods. mM eT h od S 
Compare them with the hard-hitting 

program of the FLINT AND WALLING T 
dealer. He doesn’t have to cook Le 

up his own promotions. They are td ted 
handed to him in a neat, easy-to-use OU qd | 
package. This planned promotion, too! 

plus a complete line of pumps, tanks - 

and water conditioners properly engi- 

neered and competitively priced, and 

the backing of a penetrating national 

advertising program, add up to the 

FLINT AND WALLING ‘‘'PROFIT 


PACKAGE!"’ May we call and tell you 


all about it? Write us today! 


Sell the 


profit (oe 


package Ya LT 


ye iz 


FLINT WALLING 


KENDALLVILLE, INDIANA 








a pump\\for every || purpose 
Want more facts? Circle 156, p. 97 
HARDWARE AGE, November 2, 1961 © 13] 








Want to sell more home 


cleaners? Demonstrate! 


Sales of housecleaning items can 
be substantially boosted through 
setting up a completely separate 
“cleaning clinic,” according to Ross 
Hardware Co., Denver, Colo. 

The idea of a separate cleaning 
clinic set apart from the rest of the 
store was developed by Kenneth 
Ross, owner. 

First tried during an off-season, 
the cleaning clinic, within the short 


period of two weeks, brought the 
store a 35 percent sales increase. 
Used again, just prior to the spring 
housecleaning season, the returns 
were even larger, amounting to 40 
percent. 

The cleaning clinic was located 
immediately behind the all-glass 
front of the big suburban Denver 
store, and identified by an elevated 
sign in three colors. 

In white letters against a blue 
background, the sign is headed 
Cleaning Clinic, with a sentence 








REYNOLDS 
ALUMINUM 





CORNER 


Perfect corner fittings every time 
. and with Reynolds new Corner 
Post, there’s: 


e No butting of joints 
e Noexacting angle measurements 
e No elaborate corner finishing 


And your customers will find this 
item easy to use; just slip the panel- 
ing or siding material into the open 
slots on either side and screw or glue 
it into place! Corners may be ex- 
tended to form legs on chests, cabi- 
nets, etc. Do-it-yourself projects take 
on a real professional look. Avail- 
able in 8 ft. lengths to match any 
cuts, without waste, made on stand- 
ard 4 x 8 ft. plywood panels; for 
materials in 14”, 4%” or 34” widths. 
Order Reynolds Aluminum CORNER 

POSTS from your Reynolds Dis- 
tributor ... now! 


Watch Reynolds exciting TV programs on NBC: 
The Dick Powell REYNOLDS ALUMINUM 
SHOW every other Tuesday; SAY WHEN, 
weekdays; ALL-STAR GOLF--in living color— 
every Saturday. 


i 


| 
| 
-i 
1 
| 
| 
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pointing out ‘‘Now! Holiday 
(everyday) from cleaning drud- 
gery ... Let these wonderful chemi- 
cals put cheer into your chores.” 

Some 22 cleaning products of 
various types are displayed around 
the base of the sign: Chemical de- 
tergents, specialized carpet clean- 
ers, floor cleaners, scrubbing com- 
pounds, wall cleaners, etc. 

With each cleaning compound, 
Ross Hardware displays a sample 
showing just what can be accom- 
plished through its use. For ex- 
ample, with a powder-type rug- 
cleaning compound, there is a 
swatch of carpet which has been 
cleaned to like-new appearance. 
With an upholstery cleaner, there 
is shown an actual piece of up- 
holstery which has been partially 
cleaned. 

One week prior to each time the 
cleaning clinic was used, Mr. Ross 
made it a practice to spend one 
hour a day in conducting training 
classes for all his salespeople. Vari- 
ous manufacturers’ representatives 
were on hand to show the staff, by 
actual cleaning demonstrations, all 
the points they should know to do 
a good selling job. 

In addition, various members of 
the store personnel were assigned 
to learn details about a _ specific 
product to pass along later to the 
others. The dealer found that these 
one-hour training classes were suf- 
ficient to arm each salesperson with 
all information necessary on the 
products involved, and served to 
work up the staff to a high selling 
pitch. 

In fact, this experiment was re- 
sponsible for such an outstanding 
sales result that it has become a 
permanent feature in all future 
promotions. 

Along with the packaged cleaning 
products, the store showed handy 
accessories handy to carry out the 
various cleaning jobs. In pyramid 
fashion beneath the sign were 
shown brushes, scrubbing cloths, 
sponges, scrapers, squeegees, rub- 
ber gloves, etc. 

“It is surprising that there are 
sO many women who have been 
keeping house for years and years, 
who are not aware of the fact that 
much labor, time, and money can 
be saved with the work-saving 
chemical products now offered 
them,” Mr. Ross says. 
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for best advice about VISES and LEVELS |... see your COLUMBIAN distributor 


THE COLUMBIAN VISE §& MFG. CO. 
9021 Bessemer Ave. ° Cleveland 4, Ohio 




















Ace No. 196 Self-Seller—Displays 
and stocks all popular sizes of Hanson No. 157 Self-Seller— 
Taps, Dies, Screw Extractors sells drills fastest because it 
and Wrenches in 18” x 13” displays America’s finest drill 
counter space. values best. 
































Straight from the 
Hanson-Ace 


Hanson No. 523 Self-Seller— DY -Yoq ame) a Vaal-l alot: = 


Contains stock of 23 genuine 
carbide tipped drills in sizes 


He" to 5%". : I e)emm Kele) mm s-1 151-1 























Hanson No. 113 Deluxe Drill Set— 
Contains 13 High Speed Steel Ace No. 614 Super-Set of taps 
Drilis (/A6" to 4%") in America’s : and dies. AlN popular sizes 
finest drill case that also serves ; and accessories in beautiful, 
as drill stand and wall rack. : 4 unbreakable case. 






































ONLY HANSON-ACE give 
you both QUALITY and PRICE 


100% AMERICAN MADE 


HENRY L. HANSON COMPANY 
25 Union Street, Worcester 8, Massachusetts 
Want more facts? Circle 159, p. 97 
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Dealer uses “‘gas”’ station 


as source of traffic 


Leon Owensby originally hadn’t 
planned to be a hardwareman. He 
hoped to add auto supplies to his 
service station business. But the 
times changed, and hardware came 
out of nowhere to become the prime 
source of volume and profit. 

The wedding of hardware and 
gasoline is not unique, but it is 
unusual. The service station is a 
natural draw for new and repeat 


HAR OW ARE 


$ . wy 7 


Leon Owensby and garden tool dis- 
play that travels by roadster. 


traffic. That average person needs 
to buy “gas” many times a month. 

With a steady stream of traffic 
at the doorstep, Pinson (Ala.) 
Hardware’s owner Owensby began 
to add hardware and appliance 
lines, until he had developed a full- 
fledged hardware store. 

All major hardware categories 
are stocked. Every “gas” and oil 
customer is invited to park a 
minute and shop for tools, paint, 
sporting goods, outdoor lines, and 
housewares. Large numbers do just 
that. 

This drive-in store is not neces- 
sarily open the same hours as the 
service station. It can be locked up 
separately. 

Of course, the basic idea here 
works in reverse. That is, many 
customers drive in for hardware 
and become steady trade for service 
station needs. 


Got space to spare? 
Try concessionaires 


While most hardware dealers 
are plagued by too little display 
space, some dealers have room to 
spare and aren’t sure how to make 
it pay. 

Also, some of the dealers who 
are overcrowded are wondering 
about changes that could produce 
more income per square foot. 


(Continued on page 139) 





NOW... (| i | 
new selling features on | Ti 
Lufkin's White Clad line ‘aa il 


NEW RED FOOT MARKINGS FOR FASTER READING 
NEW RED-LETTERED, DIAMOND-MARKED 16” CENTERS 
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New features like these give you more 
reasons why Lufkin is the leader in tapes 
and rules. So why stock the rest, when 
Lufkin is best...in quality, in sales. 


Red and black markings now available on 
Lufkin’s White Clad Mezurall® and Mezur- 
Matic® tape rules, and Banner” steel tapes. 


Measure for rneasure, the finest made... 


UFKIN 


SAGINAW, MICHIGAN 
Want more facts? Circle 160, p. 97 
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F DU PONT 


DU PONT 
TYNEX® 


TAPERED TYNEX® NYLON FILAMENT 


- IS MADE FOR 
iS S@da —— Call e p you 


Practically two out of every three paintbrushes sold are 2’ or under. In 
other words, small brushes mean big business . . . but also big competition. 
@ To assure volume and profit in the face of competition, stock and pro- 
mote brushes that display the Du Pont red seal shown above. This eye- 
catching seal tells customers that your brushes are filled 100% with tapered 
TYNEX®, a nylon filament specially made for quality brushes. m By estab- 
lishing a minimum standard of quality, the red seal gives you the oppor- 
tunity to tell customers about the many advantages of a quality-made brush: 
MAXIMUM PAINT PICKUP ...SMOOTH, EVEN FLOW, because the paint is released 
evenly . . . IMPROVED CUTTING ABILITY, because the brush tapers to a natural 
Want more facts? Circle 161, p. 97 
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sell smaller brushes, too! 


(which account for practically two out of three paintbrushes sold) 


thin tip .. . PERFECT WITH ANY FINISH, because it’s always easy to use, 
never swells or becomes bushy... EASY TO CLEAN AND QUICK DRYING, be- 
cause of low moisture absorption. M@ Then you can point out such 
qualityconstruction features as fullstock, mixed lengthsand finished tips. 
So be sure you give the sales-starting red seal every chance to pre-sell 
customers. Promote the red seal by building a display around brushes 
made 100% with Du Pont tapered TynNex. Then watch your seal-plus- 
sell program pay off in volume, profit, customer satisfaction and re- 
peat business. E. I. du Pont de Nemours & Co. (Inc.), Polychemicals Ov. 5. RSM 


BETTER THINGS FOR BETTER LIVING 
Department, Wilmington 98, Delaware. nue eeS 
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Newest addition to 


the famous 


Olympian line of pumps 





From Myers, famous for advanced engineering, tailored selection 
and quality production, comes a new, easy-to-install, easy-to-service 
pump for deep wells. It’s the Myers Olympian Vertical Ejecto in two 
models ... the 2-stage VM Medallion and the single-stage V-Victor. 


Special adapter flange speeds installation, provides a perfect seal. 
All-bronze impellers thread onto pump shaft. The automatic pres- 
sure regulator is easily accessible. And all motors, internal pump 
and regulator parts are interchangeable with Myers “HCM” and 
“HC” Pumps. 


Call your nearby Myers wholesaler tuu.ay. Ask him about this 


newest addition to the dependable Myers line . . . the Myers Olym- 
pian Vertical Ejecto Pump. 


Myers| The F. E. Myers & Bro. Co. 


ASHLAND, OHIO KITCHENER, ONTARIO 


SUBSIDIARY OF THE MCNEIL MACHINE & ENGINEERING CO. 
Want more facts? Circle 162, p. 97 
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Got space to spare? 
Try concessionaires 





(Continued from page 134) 


The solution to this situation 
may be a concession. There can 
be many benefits to concessions. 

First, what makes a good con- 
cession in a hardware store? Re- 
ports show that small photogra- 
phy studios, watch and jewelry 
repairs, major home improvement 
booths, and record shops do very 
well. There’s no limit on what 
types of business might succeed. 

Second, what is the income from 
a concession? This varies consid- 
erably, but it appears that 15 per- 
cent of gross income is a fairly 
good average. That is, 15¢ of every 
retail dollar taken in by conces- | : 
sions goes to the dealer. 

j Lastly, what aneus other bene- | When you need toggle 
ts to store owners: 

There are several other benefits. bolts, wall anchors, ex- 


First, is the extra everyday traffic pansion shields, or any 
a business such as watch repairs 


—A-a other attaching product 
can generate. . ... all are available 
; iene store oye “iene in the Barrett line of 
amily-store appeal. Each adde v Car" : 
department or service makes a fasten ating” devices. 



























































store seem more complete in the | Write for our free cat- 


eyes of customers. 

Also, many dealers locate the 
concession up front in their stores. 
It is a psychological device. That 
is, the person manning the conces- 
sion is a curb on shoplifting, just 
by being there during the day. 

Concessionaires are meant to be 
given space only. They supply 
displays, manpower, materials, 
and records of volume. They must 
be cautioned to toe-the-line in 
matters of store policy, and they 
should be checked from time to eS oe oe ee 
time to be sure this is being done. | | 


HARDWARE HUMOR | ki ARRETY 


alog today. 
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FULL-SIZE 


HANDLES 





ties Na te 


it FULL-SIZE" HANDLES 


Seamless Pans With BAKE-KING SEAMLESS PANS 
Handles Are Available WITH HANDLES BUILD PROFITS! 
in the Most Popular 
Shapes and Sizes. Chicago Metallic Seamless Pans 
sr have handles that are really large 
¥ i : enough to hold—prevents burning 
SQUARE READY-MiIX _ihands. They are easier to clean be- 
na cause all creases and dirt-catching 
Pa gv rims have been eliminated. Beauti- 
OBLONG READY-MIX fully styled—easily the most attrac- 
me tive and sales appealing pans on the 


BREA market. Pan size and pan number 
| AD ore PANS are embossed on each pan. All pans 


ae have colorful Recipe Label. 
COOKIE SHEETS 


Write for complete information on prices and displays 


CHICAGO IVIE =A “Lye 


Jil SOUTH ASHLAND AVENUE, CHICAGO 9, ILL 
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Charity angle bolsters 
appeal of promotions 


If you’re looking for a fresh ap- 
proach to a promotion that will 
also provide significant aid to the 
needy, try this idea on for size. 

A group of San Diego, Calif., 
merchants keyed its sale of mer- 
chandise, in this case it was fur- 
niture, to the Goodwill Industries. 
Goodwill gives work to handi- 
capped persons, restoring used 
items for resale. All such merchan- 
dise is donated to Goodwill. 

The merchants offered customers 
trade-in allowances for all used 
items swapped for new goods. Ad- 
vertising for the event featured the 
fact that all traded items would be 
donated at once to Goodwill to aid 
the handicapped. 

The appeal of the promotion 
rang true. It “blew the lid off a 
tight market,” one dealer said. 

Sales volume soared. Local radio, 
TV, and newspapers paid special 
attention to the event because of 
the charity appeal. The promotion 
will be used again. 

And another angle was featured 
in the stores’ advertising. Partici- 
pants were told of a tax deduction 
benefit on the value of the mer- 
chandise donated. 

Copies of a letter from Goodwill 
Industries were hung in the stores. 
These letters stated how Goodwill 
would use the merchandise, and 
how much benefit handicapped per- 
sons would receive from the dona- 
tions. 


Light creams Big line 


if you “go for broke”’ 


A neighborhood dealer in Den- 
ver is said by some to do the big- 
gest volume in home incandescent 
lamps in the city. How? Through 
specializing with end-to-end assort- 
ments and depth of stock. 

The dealer, proud of his sales rec- 
ord, is Walter Gain. He owns Gain 
Hardware Co. The story began a 
couple of years ago. 

“Hardware dealers,” Mr. Gain 
says, “once had a corner on the 
sale of light bulbs for the home. 
But they tended to treat them as 
commonplace, like washers and 
fuses. Then this big turnover and 
volume line began to be gobbled up 





™ NEWS 
IN ROPE! 


SELL MORE ROPE BY MERCHANDISING 
HERE’S THE ONLY COMPLETE LINE 


NYLON MERCHANDISER 


A complete Nylon 

Rope Department 

only 24 inches 

high and less than 

1 foot square. 

Rope sizes are V,”, 

x,”, “* and x,” 

--- your choice as 

to size assortment 

on the 4 reels. Dis- 

play rack FREE 

with order for 4 or 

more spools of 

1 0 0 % N y | on 

Braided Rope. This is a high turnover, 
high profit item. Ask for the King Cotton 
No. 5050 Rope Rack. 


POLYPROPYLENE 


The newest synthetic fiber rope, poly- 
propylene is strong, tough, highly abra- 
sion resistant, unaffected by mold, mil- 
dew, acids, alkalis, oils or grease, and 
it’s so light it floats. This merchandiser 
contains 5-50 ft. coils and 5-100 ft. coils 
of Twisted Polypropylene Rope. Natural 
color. FREE rack. Ask for King Cotton No. 
711 Rope Rack. 


MARINE ROPE CENTER 


A low inventory, 
low cost, merchan- 
dising display... 
now you can get 
your shore of the 
fast growing ma- 
rine trade. Each 
rack contains one 
spool each of ,” 
Vinyl coated Tiller 
Cable, %” Poly- 
ethylene Rope, 
Ye", V4” and 6” 
100% Nylon 
Braided Rope. All 
fast moving items. Rack is only 24” high 
and takes up less than 1 foot square of 
counter or shelf space. Ask for the King 
Cotton No. 3050 Rope Rack. 


N 


MANILA ROPE RACK 


Complete rope depart- 
ment in only 2 sq. ft.; 
low, compact unit. You 
can stock popular sizes 
right on this rack; low 
inventory and high 
turnover in 2 sq. ft. of 
floor space. Connected 
spools let you sell any 
odd length or com- 
plete 50 ft. or 100 ft. 
spool units. Sizes”, 
6» ¥e. Yo", K%” and ¥%” diameter. Ask 
for Rack No. 7000. Also available Rack No. 
7400; does not contain 5%” or %,”. 


POLYETHYLENE 
ROPE DEPARTMENT 


: Small space (less 
than 1 sq. foot and 
24” high), low 
cost, low inventory 
way to get your 
share of this busi- 
ness. Widely used 
for ski tow rope, 
mooring lines, tent 
rope, barrier rope, 
utility rope, etc. 
Diamond braided 
polyethylene. Col- 
or is bright yellow. 
Each merchandiser 
contains one spool each of %,", %4", K,” 
and %” diameter diamond polyethylene 
rope. Rack is FREE with each order for 4 or 
more spools. Ask for the No. 3070 King 
Cotton Rope Rack. 





JUNIOR NYLON RACK 


More profit per 
square inch than 
you can imagine. 
Only 17” high 
and takes up less 
than % sq. ft. 
An easy way to 
get into the 
braided nylon 
cord business, 
Each rack con- 
tains one spool 
each of %”", 4", %4”" and %,” diameter 
nylon rope. Ask for the No. 5080 King 
Cotton Rope Rack. 
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MULTI-FILAMENT SOLID 
BRAIDED JUNIOR POLYPRO- 
PYLENE DEPARTMENT 


Perfect, low in- 
ventory system 
for getting busi- 
ness on solid 
braided poly- 
propylene rope. 
Newest synthetic 
on the market. 
Strong, abrasion 
resistant, un- 
affected by mold, 
mildew, oil, 
grease, acid, 
alkalis, etc. So light it floats. This sales 
builder contains one spool each of ¥%”", 4”, 
Y%,” and %,". Ask for the No. 3780 King 
Cotton Rope Rack, 


MULTI-FILAMENT SOLID 
BRAIDED POLYPROPYLENE 
ROPE SENIOR MERCHANDISER 


Strong, abrasion re- 

sistant and has a 

good working feel, 

plus a terrific re- 

sistance to oils, gas- 

oline, greases, acids, 

alkalis, mold, mil- 

dew, etc. So light it 

floats. Here is the 

coming number in 

your rope business. 

Profitable and high 

turnover. Each rack 

contains one spool each of the following 
sizes... Vg”, 46", a” and %”". Ask for the 
No. 3750 King Cotton Rope Rack. 


DIAMOND BRAIDED 
POLYPROPYLENE ROPE RACK 


Water ski rope, life 

lines, swimming lane 

rope, tow rope, bar- 

rier rope, farm rope, 

tent rope, anchor 

line. Dozens of uses 

for this wonderful 

new synthetic rope. 

Diamond braid, 

Coast Guard ap- 

proved orange color. 

Each rack contains 

one spool each of 

“< ¥,”, He" and 

%” polypropylene 

rope. Ask for the No. 3000 King Cotton 
Rope Rack. 
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CLOVER Abrasive 
Papers and Cloths 


For the Professional 
® Craftsman or 
Household Handyman 


In counter-display boxes: 

Saudpaper Packs 

Emery Cloth Packs 

Oscillating-Sander Sheets 

Sanding Discs 
Check the profit possibilities in other Clover 
standard Home and Industrial coated-abrasive 
items: Garnet Cabinet and Finishing Papers, Clovalox (Aluminum 
Oxide) Paper Sheets, Sil-Carb All-Rez (Waterproof) Paper, Emery 
Cloth and Crocus Cloth, and all kinds of Belts, Rolls and Discs. 
There is more than luck in Clover Abrasive Products. 

Ask your Clover Distributor for net-price schedule or write direct 

for name of the Clover Distributor in your city. 


Clover Manuiacturing Company 
Norwalk, 


Makers of, the f Victor 7-4515 
CLOVER Grinding and Lapping COMPOUNDS 


Quatity Abrasives 
Since 1903 
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NEW, LOW PRICES 
KLAM PON 


Re-usable Menders & Couplings for Plastic or Rubber Hose 








PATENT NO. 2,725,246 


Revolutionary, new KLAMPONS are now in the same 
price range as old-fashioned menders and couplings 


@ KLAMPON MENDER-COUPLINGS mend plastic or rubber hose instantly, 


or couple two pieces of plain-end hose. Just insert hose ends and press 
the lever down. 


KLAMPON FEMALE COUPLINGS replace worn, bent female couplings. 
KLAMPON MALE COUPLINGS replace bent, leaky male couplings. 


Made in the popular hose sizes—7/16, 1/2 and 5/8”, and individually 
visual-packed for self-service. 


Made of solid, rust-resistant metal, with tempered steel! spring. 


Ask your jobber or write us for name of nearest supplier 
WRITE FOR 1962 ILLUSTRATED GARDEN PRICE LIST © FRANKLIN METAL & RUBBER CO., HATBORO, PA. 
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by supermarkets, drug stores, and 
the like. 

“Couple of years ago I decided 
to try and get back the business.” 

And Mr. Gain did. He turned 
over 40 sq ft of floor space to light 
bulbs. He put the 5x8 ft fixture 
in front of the main entrance. He 
called his supplier to beef up as- 
sortments. 

Mr. Gain now offers his trade 
bulbs ranging from 1 to 1000 watt 
He has them in every conceivable 
size, shape, and color. He also fea- 
tures commercial sizes in some 
bulbs. In brief, Mr. Gain carries 
a line, not a hodge-podge. 

‘“‘We mention bulb needs to every 
customer at checkout. We show the 
display to as many of them as pos- 
sible, making it a point to drama- 
tize our width of assortment. 

“Result? Well, maybe two of 
every five customers thus_ re- 
minded buy a bulb. Maybe several. 
This adds from about 35 to 75¢ 
to every purchase in this case. This 
can add up to really significant 
dollar volume in a year’s time, and 
is surely worth the effort we’ve 
put behind bulbs,” Mr. Gain says. 


“Complete tool kit’ 
brings 15% sales rise 


Joe Scavo has found a way to 
boost sales of hand tools. Perhaps 
it would work for you. 

At Mr. Scavo’s Standard Lumber 
& Hardware Co., Denver, Colo., a 
lot of the trade has turned out to 
be do-it-yourselfers. Furthermore, 
many are without assortments of 
basic hand tools. 

One day, Mr. Scavo sat down 
and figured out what basic tools 
were important for average home 
projects in his trading area. These 
items were found to be the most 
needed, covering about 90 percent 
of the averare customer’s needs: 

—Brace and three bits. 

—Hammer and chisel. 

—Flexible rule and a square. 

—Hammer and screwdriver. 

—Saw and a plane. 

Dealer Scavo grouped one each of 
the items into a complete kit to 
retail at $16.70. This price, he says, 
represents a saving of some 20 
percent over the items bought 
separately. 

Tool sales during last spring, 
when the idea was touched off, 
climbed 15 percent. 





or Easy Profits...Display 





Pipe Too 
They’re Pre-Sold! 


Rugged Design... 
Easy-to-Handle Balance 


Rigsin % 


HEAVY DUTY 


PIPE CUTTERS 


give faster, ‘ 
straighter 








Fittings wees 
to, ¢-14 for up te 2 + aiperpoone 
We. ¢-18 tor ap to 2% ro 


with lerge 


, lar ty! G, ee ia 
Square or rege 
her el Can't Reach! Skilled 


sores eo 

In extra case , RiGaI> Chain — Hands 

, ee a> , Fast, ratche — 
wn the i aoe M — ronan ae _* . 
either direc m crus ze, € Tempered steel = the 
grip —— chain : : 6 quic kly Rugged, Kno 
ning wb securely — psnnson dt —~¥ 
chain grip, 1 —— ee — 


Pick up a RiGniD Heavy-Duty Pipe Cutter, 
and you'll instantly know why it makes Pipe 
> 
lew RII nce aint and <¢ 
to use, these t ular wrench | 
hing a regu” 


onduit cutting far easier Perfectly bal- 
anced 
Hard 
re. Stop at your one 
mu< h mo ler’s and get 


you a feel of confidence no 
, - p. can 
an do 
ware or 


match. See the extra-long 
; shank that protect 
Genuine 
today! 


8 handle threads assures 
Eel real i to keep the cutter w 


hard or uneven spots. Ru 
At Your Dealer's! not to break or war 
The Ridge Tool Company, Elyria, Ohio, U.S... 


rs there 
quarters 


comfort 


P, Stays straight for clean 
cuts every time 


You'll Want « 


Be sure to see these 
Every month advertisements like these are pre- 


FRU Cutters ot your Dealer's 
For your convenienc 


» corries @ com s Re 
RiGoID ttertecaee we ok BaD 
selling RIGX(D" Pipe Tools in Farm Journal, Paap 


Yoke Vises 
Ream erage tstastenty en 
Roo ; . 

i ° Every ¢, k 


Look at what 

' Replaceable. heat- 
Steel jaws that give 
P. A rear rest that 
» Conduit. bolts or rod 
ht for easy cutting, 
reaming. Handy Pipe 


. . : ° ded, rye * Extra-rugged yoke 
Every month ads like these are selling 4,742,390 maintenance-min 


d ba special malleable iron. 
You'll like the extr 


—~ Vines into these Pere 
Farm and Home hardware store customers on their need ose sega 
fit-building, pre-selling. Don’t lose sales 
Pipe Tools. Cash in on this pro | 
gies it easy for your customers to find these needed a 
seeks Give RIZAID Pipe Tools the display space they deserve. 
You'll be delighted with their easy sales for extra profits. 


repairs. See 
at your Dealer's! 





Call your Wholesaler today! 
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“Ford Econolines 


cost us 


25% less to buy... 


save us almost 
50% on gas” 


says Mr. L. LeRoy Highbaugh, Jr., L. LeRoy Highbaugh & Son, Louisville, Kentucky 


“Our first Ford Econoline truck convinced us we 
should replace all 11 units in our repair and main- 
tenance fleet with Econoline Vans and Pickups. 


‘“‘We saved from $300 to $500 apiece on initial 
cost, and this lower price also means a fleet sav- 
ings of $200 in city taxes and several hundred 
dollars each year in state taxes. 


‘“‘We also found that our gasoline bill has been 
cut almost in half. These Ford Econolines are 
getting about 20 miles to the gallon, compared to 
the 10 miles our standard '4-tonners used to 
average. It looks like we'll save 15% yearly on tire 
costs. In fact, our total maintenance expense is 
way down. So much so, we’ve been able to cut our 
staff of mechanics from three to two. 


‘‘Many other Ford advantages have shown up— 


besides economy. Our drivers report the Econo- 
lines are much more maneuverable, and they’re 
easier to operate in snow than the standard trucks 
we've had. 


‘“‘Each driver-repairman carries all the supplies 
and equipment needed to plaster, paint, fix 
plumbing, secure sagging hinges or handle any 
emergency. They need plenty of room to keep 
everything where it can be reached quickly and 
easily. The Econoline’s flat floor, larger loadspace 
and convenient double doors (side and rear) are 
big timesavers. 


‘“‘We have 12 other Ford Trucks, including dumps 
and mixers for construction work and Falcon 
Rancheros in our nursery operation, all doing an 
excellent job for us.’’ 


Solid testimony that Ford’s full-time economy only starts with low price! 


FORD TRUCKS 








PRODUCTS OF MOTOR COMPANY 
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CASH IN ON 
HIGH STYLE 


FOR THE HOME — 


Now Bassick lets you in on a money- 
maker. 

Your store can sell the new “Bassick 
Ball” casters—in an eye-catching, easy 
to display, easy-to-carry-home pack- 
age of four. You’!] cash in on the grow- 
ing trend to high styling and smooth 
good looks that is sweeping the furni- 
ture design world today. 

“Bassick Ball” casters were designed 
with deep-pile carpets in mind. Their 
wide treads and easy swiveling prevent 
damage to expensive floors and rugs 
and make it especially easy to move 
furniture for cleaning and room reor- 
ganization. 

Available in polished brass, satin 
brass, statuary bronze, English an- 
tique, polished chrome, or satin chrome 
finishes. And with swivel top plate and 
a variety of stems to fit most furniture. 
Ask your Bassick distributor about 
them today. THE BASSICK COMPANY, 
Bridgeport 5, Conn. [n Canada: Belle- 
ville, Ont. 


SERN 


STEWART-WARNER CORPOR 
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BELLS 
THAT 
SELL! § 


Pe 


DEALER COST | 
$11.84 
RETAILS FOR 
$19.72 § 





Sign cautions time limit on free ? 


telephone. 


Free telephone is timed 
to curb abuse by youths 


While most adults present no 
problem, youthful customers can 
send the telephone bill soaring if 
you offer free use of telephone in 
your store. 

Management at Sharp’s Hard- 
ware, Bradenton, Fla., licked this 


problem without removing the free | 


two-minute 
to measure 


‘phone privilege. A 
timer was attached 
every outgoing call. 

The timer ends outgoing calls 
after two minutes. A warning sign 
(see photograph) tells Sharp’s 


trade that they have a time limit | 


to observe. 





HARDWARE HUMOR 





"You won't have to break Mr. 


Wheeling in. He was a car sales- | 


man. 


_ COMPLETE 
BELL DEPARTMENT 


Assortment of bells that really move. Full 
| 40% dealer profit. Open stock on refills. 


SUGGESTED 
RETAIL 
$2.39 
TO 
\ $6.98 





~~) 


PATIO GARDEN BELLS 
Highly polished, weather resistant lacquered. 
| Satin black brackets.High turnover, high profit. 





SUGGESTED 
RETAIL 


$ .25 
TO 


$6.98 


HAND BELLS & 
TEA BELLS ¢ 
_ Solid brass or nickel plated “=22 
steel, clear ringing tone. 
Black handles. Full line, 
_ big sellers. 


* Complete Line 
High Profit 





Big Volume 


Display packaged, full price range, 
on all year ‘round sellers. Perfect for 
a hundred uses at home or away 
.-.@ big gift item. 


Send for the Bevin Catalog 
EVIN BROS. 


MFG. COMPANY 
East Hampton, Conn. 





Sales Representatives 
John H. Graham & Co. Inc. 
105 Duane Street, New York 8, N. Y. 
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em Lhe number | 


—— tape... | 


...1n a brand new 


dispenser.. 


...colorfully 


‘OTC carded... 
cece! 33 fl €—————e 


thea handymarie 
all purpose tool ! 
NOUSENOLS- CLEC TENE Al °- AUTOMOTIVE eee an 


compactly <= 
Ce 


i eat 


in a new dispenser, package and display. Designed, following Oo ; C } 


market tests, to boost impulse sales and turnover to new highs! ae ane 
Economy sized roll and free dispenser make it a better buy for 
your customers. Higher unit sale makes it a better profit-maker Electrical 
for you. Place your order for this new No. 1144 display (12 rolls 


* 
34" x 44”) . . . assortable with all “ScorcH” BRAND retail tape Plastic Ta pe 


“SCOTCH” IS A REGISTERED TRADEMARK OF 3M CO., 


display items. $7. PAUL 6, winR, 


Here’s “SCOTCH” BRAND No. 33 Electrical Tape all dressed up Sci U.S. PAT. OFF. 


av MINNESOTA MINING & MANUFACTURING COMPANY 
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1,276 DEWALT dealers now 
with the greatest bargain 

















STOCK: SHOW: SELL DEWALT 
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rolling up record profits 
ever offered to customers! 


Here’s what they’re selling 


DEWALT power snop 


plus 
33-PIECE CHEST FULL O’ TOOLS 
at a saving of 


$6645 


YOU STILL HAVE TIME to get in on this sensational promotion. It’s nationally 
advertised ! Customers everywhere are asking about it. It’s the first in a series 
of planned promotions that will bring extra profit opportunities to franchised 
DeWalt dealers. These promotions are an important feature of DeWalt’s solid 
new sales policy which offers you a selective franchise—personalized sales assist- 
ance—and profit protection. Limited number of DeWalt franchises now available. 
Send coupon for full details. 





DEWALT, Inc., Dept. HA-1161 


Lancaster, Pa. 


Tell me how to become a DeWalt franchised dealer. 


DEWALT, inc. (| 


A Black & Decker sussiviary Address 
City 
L See Se 
Want more facts? Circle 172, p. 97 
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ART. 556 


ART, 356-8 


BRAIDED COTTON 


CLOTHES LINE 


“Oo. 7 


ART. 556-B 


SUPERIOR QUALITY 


Our complete line includes We : . ie a Pe 44 LIGHT BRAIDED 

twisted or braided, cotton ot ae | iss CLOTHES 

or nylon and plastic clothes ' wer Aad i Ja ZEEE a 
lines and kitchen lines in sist. , | 


all sizes with tested breaks 
from 85 to 575 Ibs, ART. 551 





ART. 556* Solid Braided Clothes 


¥ VCR Line No. 6 50 ft. hanks Pkd. 12 
t BuLeoeee i bioe «. ART. 556-B* No. 7 Clothes Line 50 
7 C) .@ eee 4 5 : tk “ag 


Way eo, or 100 ft. hanks Pkd. 12 
POLISHED pee erele (ger ART. 551 Braided Clothes Line 50 
CLOTHES “PEEL eCRRGE Rg’ ft. hanks Pkd. 12 
NE FLEE RFE E EE am} ART. 551-B Polished Braided Clothes 
=f —— —— at Line 50 ft. hanks Pkd. 12 





*Individually wrapped in pliofilm sleeves 


Orders of $75.00 or more. freiah? 

prepaid. Orders of less than $30.00 

f. o. b. Mill, Lawndale, N. C., Los Angeles. 
Calif., Marietta, Minnesota, Dallas, Texas, 
or Waynetown, Ind. Orders of $30.00 to 
$75.00, freight allowed to $1.00 per cwt. 
Freight prepaid does not include extra 
charges incurred outside carrier's 

regular zone of delivery. 


B, 
ccvssusveo ers Gleveland Mills Company ......:..- 


3711 Medford St., Los Angeles 63, Calif. © Marietta, Minn. ° 2644 Freewood Dr., Dallas 20, Texas e Waynetown, Ind. 
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EVEREDY specializes and concentrates in a group of high-quality, fast- 
turnover items. Now, EVEREDY adds two new groups of items, designed and 
packaged for immediate sales. See these new items, and all the other outstand- 


ing EVEREDY items, at the Housewares Show. Learn how you can multiply 


k (} 0} K sales by ADDing EVEREDY. 


OHEET . 


TWO SIZES 

Gleaming chrome on heavy gauge 
steel makes this Cookie Sheet a real 
value. Giant-size, full-color label de- 
signed for impulse sales. Heavy, 
chrome-plated steel won’t warp or 
bend out of shape. Cooks and bakes 
evenly ...nosticking... cleans easily. 
In two convenient sizes — No. 9814, 
10” x 14”; No. 9817, 114%" x 1614”. 





Two New Item Groups 
Two New Profit Makers 





E Circular Serving Tray, 9%” dia. 


Rectangular Serving Tray, 15” x 6” 
A family group of contemporary 


designed serving trays elegantly 
gift packaged for impulse sales and 
big volume. 


Each piece individually gift car- 
toned, and crafted of heavy-gauge 
steel, chrome-plated, with modern 
die-cast polished brass finish 
handles. 


No. 5520 
Circular Serving Tray, 1344" dia. 








INDIVIDUAL 
GIFT BOXES 


No. 5540 
Rectangular Serving Tray, 15” x 8%" 


= 











LOOKS LIKE MORE... GIVES YOU MORE... EVEREDY 


The Everedy Co., Frederick, Md. e@ Craftsmen in Chrome and Stainless 
Want more facts? Circle 174, p. 97 
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NEW SANDING 
WOOD SEALER 


SANDS WITHIN 





(CLEAR) 


Early sanding and recoat- 

ability—that’s the big 

advantage for your cus- 
tomers when you profit by selling them 
Indo Wood Sealer! 

Made of top quality ingredients, this 
new Indo product brushes or rolls on 
easily, dries quickly. It produces a clear 
tough finish that sands easily, seals 
completely—does not have irritating 
lacquer type odors. Indo guaranteed. 

See your local distributor. Write for 


complete information. 
*Under normal conditions. 


Your customers will 
come back again and © 
again for Incolac, the 
outstanding all-surface 
primer and sealer. 

This fast drying, high 
hiding formula produces 
a perfect priming sur- 
face for a final coat of 
enamel or paint. 

And for sealing bleeding stains, plaster hot 
spots, paints or sap streaks, Incolac has no equal. 

Ask your local distributor for Incolac—in 5’s, 
gallons and quarts. It carries the Indo guarantee. 


SOUTHERN SHELLAC MFG. CO. 


Division of Plough, inc. Memphis 1, Tennessee 
Want more facts? Circle 175, p. 97 
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How to increase sales 
of panel board hooks 


The increasing use of perforated 
paneling in new and remodeled 
homes can mean sales to you. The 
hardware fittings for this paneling 
are seldom sold singly. According- 
ly, there’s a good average unit 
sale to be had. 

To bring this merchandise out 
in the open, you cut a piece of per- 


vanet * ee me 


Wall display for hooks to use on 
perforated panel board. 


forated paneling about 1 x 2 ft, 
mount it against the wall and set 
up your samples. 
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“Never mind what brand, get him 
the bug spray!” 


New 1000 rpm Drill 
Thrills Dentist 
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“Fine equipment protects my patience and 
practice,” says this nebulous practitioner, ‘‘so 
I chose the Shopmate 748CGM 3,” Drill. It’s a 
realhelpin my hobdby—restoring antique cars.” 
e 748CGM has 3%” capacity in steel, 34” in 
hardwood. 50% more torque than 4” drills. 
Powerful Series motor, full 2.6 amperes, 


delivers 1000 rpm no load, 
600 rpm full load. Suggested $9 h48 
Retail Price 

PORTABLE ELECTRIC TOOLS, INC. 
1200 East State Street, Geneva, Illinois 


More Values on Pages 158 and 171 
Want more facts? Circle 176, p. 97 











THERE'S MAGIC 
IN THAT WORD 
“PRESOLD” 


A customer requesting a presold, 
advertised item, usually comes to 
your store, money in hand. If you 
have the presold item he desires, 
you experience the pleasure of a 
quick, easy, no-fuss, no-bother, 
no-friction, no-talking, no-solicit- 
ing sale. 


GET THE 
GENUINE 


WATER 
MASTER 


The Hardware Man’s 


TOILET TANK BALL 
America’s Largest Seller 


Want more facts? Circle 177, p. 97 
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Does a Volkswagen ever get stuck? 


We cannot tell a lie. 

Yes. 

Then why do you see so many of our 
trucks zipping through the snow when 
others can't? 

Well, it’s just a little harder for a VW 
to get stuck. 

We put the engine in the rear. 

The weight presses your drive wheels 


down that much harder on the snow, ice 
or whatnot. 

It's the extra traction that turns the 
trick. 

Our air-cooling helps, too. Volks- 
wagens have no radiator, no water to 
freeze. You always go. 

Our winter performance is one rea- 
son the Hubbard Brothers Hardware 

Want more facts? Circle 178, p. 97 


Store in Medford, Oregon, feels the 
VW is the truck for them. It gets through 
snowy roads to customers that other 
trucks just can't reach. 

Of course, another reason is that the 
VW's low operating cost— 
half that of a half-ton—also 
makes it easier to get through 
the end of the month. 





Standard Rotaries 


. 


a. 


18” — 20” i Free Wheeling Trimmer & Edger . 24” Riding Rotary 
elf-Propelled = - | 


sh 


85 YEARS OF ENGINEERING 
“KNOW-HOW”... .1877-1962 








YOUR COMPLETE 
meets 
























Trio-Rig (Gang Mower) . “Great American” Hand Mowers 24” Reelrider 
60” — 87” units ~ 16”-18” 
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Pennsylvania Power Mower Division, American Chain & Cable Company, inc. Stevens Lane, Exeter, Pa. General Offices: Bridgeport 2, Conn. 


Export Dept.: 230 Park Avenue, New York 17, New York. Canadian Sates Agents: John A. Huston Company, Ltd. Toronto 10, Ont., Canada 








Profit item for hundreds of 
retailers... How about you? 


Anchor Brand : 
soa cians Link ANCHOR 
Assortment No. 30 wall 


Display Box No. 30 contains the 
following chain repair links: 
8 No. 2531 Rivet Links, 

No. 2531 Rivet Links, 

No. 2530 Pivot Links, 4” 

No. 2530 Pivot Links, 

No: 2531 Rivet Links, %,” 

No. 2530 Pivot Links, 


Chain repair links are in demand the year around and retailers have 
found that to display Anchor Brand links is to sell them. 


Display Box No. 30 contains a popular selection and you can fill 
out a complete range from open stock of Anchor Brand links. Check 
with your jobber for your profit-making supply of these always-in- 
demand chain repair links. 


Lap Link 
No. 660 Stee], sizes— 
from ,”" through %”. 
Swing Links 
Open Closed Connecting Links 
No. 2530, cast malile- —to rivet interlocking 


able iron, with inter- lugs. No. 2531, cast 
locking lugs, sizes— QO malleable iron, sizes 
from ,” through %”. from ,” through %”. 


_ Also available in drop- 
fonee seek ‘eon N Oo R T H 18! J U D i> forged steel, No. 661, 
rivets, No. 662, sizes sizes, , through 1/4”. 


irom ic"inroutn Manufacturing Company 


New Britain Connecticut 





New York « Boston © Philadelphia © Atlanta © Jackson (Miss.) © West Palm Beach (Fia.) ¢ Rochester (N. Y.) © Pittsburgh 
Detroit * Chicago * Minneapolis * St. Louis © Dallas * Los Angeles * San Francisco ¢ Seattle * Montreal » London 


Want more facts? Circle 180, p. 97 A 
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‘*“Combos”’ are dealers’ 
wedge for more profit 


Combos, specials of more than 
one related item grouped together 
at one price, can raise volume in 
almost any section of your store. 

Evidence of the value of combos 
can be found in many stores. 

An Indiana dealer includes 10 lb 
of charcoal briquettes with every 
barbecue sale. The two prices are 
added together, then rounded off. 
For example, a 10 lb sack of char- 
coal at 49¢ is tied in with a $4.69 
grill. The regular price would be 
$5.18, but the dealer figures he 
does all right at $4.99, while giving 
a good value to the trade. 

The same thinking is applied by 
a Boston dealer who puts together 
a rod and reel combo worth $7.92 
for a retail of $7.77. 

A $1.79 broom and 29¢ metal 
dustpan are offered as a combo by 
a Wilmington, Del., dealer at $1.99. 

At Dallas, Texas, a $7.75 tennis 
racquet and a $2 canister of balls 
are sold as a $9.50 combo. 

The possibilities for such prac- 
tical combination packages are 
virtually endless. Any small reduc- 
tion in price necessary is com- 
pensated by higher unit volume 
and resulting faster turnover. The 
secret in using combos is to display 
them prominently with signs. 
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“If your lawn's that full of weeds, 
this will kill the rest of your grass." 





SYLVANIA 


The Color Pack boom is on! And the 
reasons start right in your warehouse. 
Color Pack shipping containers are 
color-coded by wattage. It’s easier to 
sort and stack them, and easier to spot 
the sizes you want. 


But that’s just the beginning. From 
warehouse to housewife, 
Sylvania gives you a 
complete color-coded 
system—the only one in 
the business today! 


Color Pack helps your 
stock boys. The neat 
stacks of color-coded 
packs heip them spot 
which sizes are running 
low, and restock quickly. 


7 " 
*-« a ~~ -_— 
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Color Packs’ 
color-coded cartons 


LIFT PROFITS f 
M SHIPPING Cee 
PLATFORM 8 
TO SHELF 


And Color Pack really pays off with 
your customers. Those rainbow displays 
of rugged Color Packs 
remind them to buy 
bulbs, make it easy to 
find the size they want. 
As a result, light bulb 
sales are up as much as 
66% wherever Color 
Pack is on display—based 
on sales results across the nation in 
chains and independents. 
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How’s this for sales support: Powerful 
Sylvania ads in The Saturday Evening 
Post. High-frequency commercials on 
Arthur Godfrey over CBS and on Don 
McNeill over ABC. 


Be ready for the demand. Just reach for 


LIGHTS YOUR WAY TO BIGGER PROFITS! 


the phone and call your Sylvania 
Distributor. Lighting Division, Sylvania 
Electric Products Inc., Dept. 89, 60 
Boston Street, Salem, Mass. In Canada: 
Sylvania Electric (Canada) Ltd., 
Montreal. 


2 MORE 
WAYS TO 
WIN SALES 





SYLVANTA 


Subsidiory of GENERAL TELEPHONE & ELECTRONICS es) 


Want more facts? Circle 181, p. 97 
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ATHENA 
WEIGHMASTER 
Choice of 4 colors 

with gold handle and 
trim, 3 inch magnifying 
glass, wall bracket 
available. Model 688 
illustrated. 





VENUS WEIGHMASTER 
Light-up dial. 
Folding handle. 
DuPont Mylar Mat. 
Choice of chrome, gold, 
or 6 colors. Model 244 
gold 
illustrated. 


NO. 60 DAIRY SCALE 
Ideal for farms to 

check milk yield. Extra 
pointer for calculating 
pail weight. Capacity: 
60 Ibs. x 1/10 Ibs. 


4000 

HOUSEHOLD MODEL 
Capacity: 25 Ibs. x 1 oz. 
Precision springs. 
Removable platform 
for easy cleaning. 


NO. 8920 VIKING 
Heavy duty spring 
balance. For industry, 
farms, warehouses, etc. 
Reliabile accuracy. 
Capacity: 200 Ibs. x 2 Ibs. 





Write for full line FREE catalog 
of 24 different models and types 
of precision weighing equipment. 


HANSON SCALE COMPANY 


Want more facts? Circle 182, p. 97 
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_ slots or underneath counters. 
|_may be shown whenever there is a 








Portable panels solve 
display space shortage 
Squares of perforated paneling 
are providing a much needed source 
of extra display space at Glassman 
Hardware Co., Los Angeles, Calif. 
Handles, door pulls and the like, 
for example, are mounted in wide 


| Portable panels hold many samples 
| for close-up inspection. 


assortment on a 2x2 ft panel. This 


idea can apply to many types of 
shelf hardware where small size 


_ and wide assortments present a dis- 


play problem. 
Such panels can then be kept in 
They 


call for a specific type of merchan- 
dise so mounted. 

These panels let shoppers take a 
closer look at samples, for they can 
be handled by the average customer 
with ease. 
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“It’s all in who you know.” 

















Surgeon Selects 
New 7 Power Saw 








“Pre. operative 

care,” says as a 

this supposititious ae 

surgeon, “‘led me to 

a store stocking the new 

Shopmate SC-7100BM Power Saw. Its combi- 
nation blade assures smooth operation of my 
hobby—woodworking.” 

e SC-7100BM cuts a full 242” at 90°; adjusts 
smoothly for depth of cut and bevels up 
to 45°. Safety clutch ends kick-back, in- 


creases motor life.115 volt AC 

motor, 5000 rpm. Suggested $4738 
Retail Price 

PORTABLE ELECTRIC TOOLS, INC. 
1200 East State Street, Geneva, Illinois 


More Values on Pages 152 and 171 
Want more facts? Circle 183, p. 97 
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patented 
design 

prevents 

cups from 
falling 


NOW. 
AVAILABLE to 
HARDWARE 
JOBBERS 


Easier-working, faster 

selling ...in volume 

these attractive rust-proof 

safety cup hooks are 

proven impulse sellers. Exclusive 
patented one-piece construction 
means no loose shoulders, easier 
working, surer grip. Attractively 
finished in 5 colors plus nickel 
or brass. 3 hooks to a card. 19¢ 
retail. Also in bulk, 100 per box, 
nickel or brass finish, 5¢ retail. 
Check GRC, “Hook H.Q.” for E-Z 
cun. utility, coat and 

winged shoulder hooks. 

Write today for prices, 

catalo¢ sheets. 


GRIES REPRODUCER CORP. 
World’s feremost producer of amall die castings 
161 Beechwood Ave.. New Rochelle, N.Y. NEw Rochelle 3-8600 


Exclusive Chain Store Distributor: 
WILLIAM BLOCK CoO.. 41 Union Sa.. N. Y. 3. N. Y. 
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Your customers want the very best . 


STOCK, DISPLAY AND SELL the new shallow well 
MAJORJET by Deming! It’s self-priming . . . tops in 
operating performance ... backed with 80 years of 
quality experience... priced low. 


Look over the “‘Convincer List’’ of MAJORJET selling 
features. Then you see why the new MAJORJET self- 
priming home water system is unbeatable . . . why it 
keeps on selling for YOU when it’s on the job! 


Call your distributor .. . write for the facts ... or just 
fillin and mail the coupon. 


cs EF Vi ; i‘ 
DIVISION CRANE CO. 


1137 Broadway * Salem, Ohio 











Majorjet 


HOME WATER SYSTEM 
THAT 


SELLS 
ITSELF! 






































Customer “‘Convincer List” 
1. Easy to install. 
2. Self-priming. 
3. Stainless steel shaft—no corrosion, no scoring. 
4. Impeller won't corrode, won't rust—it’s Fianite®, 
5. Long life diffuser—it’s Fianite®, too. 
6. No leakage around shaft—rotary seal. 
7. Easy access to jet. 
8. Capacities to 750 g.p.h., Ye and % h.p. 
9. Complete package, ready for installation with 4, 12, or 42 gallon 
Deming tank for shallow well service. 
10. Automatic start-stop. 











NAME 





COMPANY 





ADDRESS 





city ZONE_.__ STATE 
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your customers 


Kesubt: : Swingline $4.95 Staple Guns outsell 
all others combined. 


*Exclusive push-button Joading... built-in staple extractor... handle lock. 


aa ae ® 
FOR COMPLETE INFORMATION. a ING.LONG ISLAND city 1. NEW YORK 


in Cenede: Saxon Office Equipment, Ltd., 156 Evans Avenue, Toronto 14, Canada 
Want more facts? Circle 186, p. 97 
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ONE-MAN CROSS-CUT SAWS 


* 


OFFICE 
NEWARK N.J. 


FACTORY 
YORK, PENNA. 


PENNSYLVANIA 
SAW CORPORATION 


Want more facts? Circle 187, p. 97 








HOW 10 CONVERT 
PALLETS TO PORTABLE 
RACKS IN SECONDS 


oP 








TIER-RACK Frames... =™ 
No Nuts, Bolts or Fixtures! 


Simply snap two interchangeable tubular frames to 
your regular warehouse pallet; two curved pins lock 
the frame rigidly at the top. The result —a lightweight 
portable rack that supports thousands of pounds. 
Portable TIER-RACK requires fewer aisles, puts “‘air- 
space”’ to use, contains your load and lets you alter 
your layout as fast as storage conditions change. 


See how to gain more storage space in your warehouse 
. - plus portability. 


SEND FOR FREE BROCHURE HA 11-61 
TIER-RACK CORPORATION 


Tamil 122 North 7th Street « St. Louis 1, Missouri 
Pat. No. 2,828,932; Pat. No. 2,828,933 & Pats. Pending 


Want more facts? Circle 188, p. 97 


» ’ 1,864 laboratory hours 
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to perfect this paint! 


“Y cd & * 


MINUTE MAN 
SPRAY PAINT 


At last...a top quality 
spray paint to retail for 


FULL DEALER AND 
JOBBER DISCOUNTS! 


GIANT 16 OZ. CAN! 


FULL RANGE OF 
NON-TOXIC COLORS! 


SOLD BY HARDWARE 
AND PAINT STORES 
ONLY 


FLOOR AND COUNTER 
SUAS AVAILABLE 
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MINUTE MAN 
PAINT CO. 


FREDERICK, MD. 


a a a a a 
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WINTER 


WINTER © SPRING * SUMMER « FALL... 


with the GARDEX line you sell them all! 


GARDEX sells ’round the calendar! 
Priced for maximum dealer profits, GARDEx lawn and garden tools have tremendous consumer 
acceptance. Each tool has outstanding construction features yet is competitively priced 
to make it a top value. Do as countless other volume-conscious dealers are doing 
. switch to GARDEx — the complete line for year around profitable sales. 


ORDER EARLY — SAVE 5% Order your spring requirements now and save 5%. 


Make extra profits with a garden department featuring new GARDEX tools and displays. 
Remember .. . “All America Reaches for the Best — Gardex!” 


| \ « 4 
Z f \ | : Write today for new Spring 
ae / < 
\ ax fr‘ : 


-— wen Catalog on complete line 
7 a = ‘. of outstanding Gardex 
lady \) tools for lawn and garden 


TOOL DISPLAYS GARDEN RAKES SHOVELS | HOES- CULTIVATORS | EDGERS - TRIMMERS 














GARDE X 


501 NORTH CARROLL AVENUE 
Want more facts? Circle 190, p. 97 MICHIGAN CITY II, INDIANA 





The BIG NAME Fi~ Or. NOZZLES 


Protege 
wrghitebe 3 


HOSEMASTER € ; . \ Ferre 





by GILMOUR of SOMERSET, PA. SPRINKLERS 














CLEAR EPOXY ADHESIVE WHILHO D EPOXY-METAL ADHESIVE 


Dries clear... easy to use. For home Does difficult jobs with wonder- 
.-. artist...shop. Carded or Kits GLUES ful results. Molds and machines. 


STRONG ENOUGH TO HOLD TONS-— PERMANENT-—WATERPROOF 
WILHOLD GLUES, Inc., Los Angeles 31, Calif. * Chicago 12, Ill. 





— QUALITY TOOLS 


NEW! tile rasp no. 0 — carded 


list price .. 69% TEC IMPORTS, INC. 


15001-03 Califa Van Nuys, California 
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SOUARE “GEE” PIPE FITTINGS 


Here is why. The excellent quality features of Grabler Square ‘‘Gee’’ Pipe Fittings 
are the result of more than fifty years of experience making the best pipe fittings 
— better. Your order for Grabler Square ‘Gee’ Pipe Fittings from your best 
source — your wholesaler, is assurance that your requirements are handled 
promptly and completely. The combined advantages of quality, service, and dis- 
tribution economy consistently make Grabler Fittings your best rea! value buy. 
Give your wholesaler an order today. 





The Grabler Manufacturing Company, 6565 Broadway, Cleveland 5, Ohio 


Grabler Warehouses serving your 


best source — your wholesaler 








New York « Philadelphia *« New 
Orieans « Boston « Atlanta « 
Pittsburgh e« Cincinnati e Dallas 
Chicago « St.Louis « Detroit « 
Denver . San Francisco . 
Minneapolis * Los Angeles 











Convention Calendar 





conventions 


shows 


conferences 








November 


2-4 Montana Hardware & Imple- 
ment Assn. Convention, Great 
Falls, Mont. 

18-20 Retail Paint & Wallpaper Dis- 
tributors of America, Inc., An- 
nual Convention & Trade Show 
Detroit. 


December 
3-7 National Assn. of Homebuilders 
i8th Annual Convention-Exposi 
tion, Chicago. 


1962 


January 


7-9 Weed & Co., Annual! Dealer 
Trade Show, Buffalo, N. Y. 
14-16 Pennsylvania & Atlantic Sea- 
board Hardware Assn. Phila- 
delphia. 

14-16 Wisconsin Retail Hardwore 
Assn., Stevens Point. 

15-19 National Housewares Exhibit 
Chicago. 

21-22 Louisiana-Mississippi Retai| 
Hardware Assn., Baton Rouge 
La, 

21-23 Ace Hardware Corp., Annual 
Convention & Exhibit, Chicago. 

21-23 Albany Hardware & Iron Co. 
Dealer Show, Albany, N. Y. 

21-23 Hibbard, Spencer, Bartlett & 
Co., Annual convention of True 
Value, Auburn, Associated and 
Buhl Sons Co. Dealers, Evans- 
ton, Ill. 

21-23 Pacific Northwest Hardwore & 
Implement Assn., Portland, Ore. 

22-23 South Dakota Retail Hordwore 
Assn., Sioux Falls. 

23-24 Van Camp Hardware & Iron 








Convention Check List 


Co., Spring & Summer Merchan- 
dise Show, Indianapolis. 

23-25 Mountain States Hardware & 
Implement Assn., Denver, Colo. 

26-28 Oklahoma Hardware & Imple- 
ment Assn., Oklahoma City. 

27-28 Southwest Hardware & House- 
wares Show of Pacific Southwest 
Hardware Assn., Phoenix, Ariz. 

28-30 Indiana Retail Hardware Assn.., 
Indianapolis. 

28-30 Intermountain Assn., Idaho Falls, 
Idaho. 

28-30 Texas Hardware & Implement 
Assn., Dallas. 

28-30 Wisco Hardware Co., Annual 
Merchandising Schoo! & Sales 
Show, Madison, Wis. 


February 


4-5 Nebraska Retai! Hardware 
Assn., Lincoln. 

4.5 Tennessee Retail Hardwore 
Assn., Nashville. 

4-6 Virginia Retail Hardware Assn.. 
Norfolk. 

4-7 Ohio Hardware Assn., Conven- 
tion & Mid-America Hardwore 
Show, Cleveland. 

4-7 Supplee-Biddle-Steltz Co., Mer- 
chandise Fair, Philadelphia. 
5-8 Canadian Hardware Show of 

Canadian _ Retail Hardware 

Assn., Toronto, Canada. 
Connecticut Hardware Assn.. 
Bridgeport. 
Arkansas Retail 
Assn., Little Rock. 
Tri-State Hardware & Imple- 
ment Assn., Amarillo, Texas. 
Western States Hardware 
Housewares, Paint & Garden 
Supply Show of California Re- 
tail Hardware Assn., San Fran- 
Cisco. 


Hardware 


For complete details about the convention listed by dates below use 
the alphabetical listing following this quick check list. 


11-14 lowa Retail Hardware Assn. 
Des Moines. 

11-14 Our Own Hardware Co., Spring 
Convention, Minneapolis. 
13-15 C. Y. Schelly & Bro., Inc., Spring 
Merchandise Show, Allentown, 

Pa. 

18-19 Billings Hardware Co., Sport- 
ing Goods, Lawn and Garden 
Show, Billings, Mont. 

18-20 Illinois Retail Hardware Assn., 
Peoria. 

18-20 Michigan Retai'! 
Assn., Lansing. 
18-20 New York State Retail Hard- 

ware Assn., Rochester. 

18-20 West Virginia Hardware Assn., 
Parkersburg. 

18-20 Western Retail Implement & 
Hardware Assn., Kansas City, 
Mo. 

20-22 Albany Hardware Co., Annua! 
Trade Show, Albany, Ga. 
20-22 Hardwore Assn. of the Caro- 
linas Hardware & Housewares 
Show & Convention, Charlotte, 

N. C. 

Alabama Retai! 
Assn., Montgomery. 
New England Hardware Deal 
ers Assn. Convention & Hard- 
wore & Housewares Show, Bos- 
ton, Mass. 

25-27 West Coast Hardwore & House- 
wares Show of Pacific Southwest 


Hardware Assn., Los Anaeles 
Calif. 


Hardwore 


Hardwore 


March 
11-16 International Toy & Trade Fair 
New York. 
25-27 Georgia-Florida Hardware 
Assn. Convention & Spring Trade 
Show, Jacksonville. Fla. 








National Events 


International Toy & Trade Fair, Mar. 
11-16, at Hotel Statler-Hilton, New 
York. Sponsored by International 
Trade Shows, 545 Fifth Ave., New 
York 17. 


National Assn. of Home Builders, 18th 
Annual Convention-Exposition, Dec. 
3-7, at McCormick Place, Chicago. 
Melvin B. Kimmey, Dayton, Ohio, 
chairman. 


National Housewares Exhibit, Jan. 
15-19, McCermick Place, Chicago. 


Sponsored by National Housewares 
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Mfrs. Assn., 1130 Merchandise 
Mart, Chicago 54; Dolph Zapfel, 
secretary. 


Retail Paint & Wallpaper Distribu- 
tors of America, Inc. Annual con- 
vention and Trade Show, Nov. 18- 
20, at Cobo Hall, Detroit. 


Regional—State 


Ace Hardware Corp., Annual Conven- 
tion and exhibit, Jan. 21-23, at Con- 
rad Hilton Hotel, Chicago. 


Alabama Retail Hardware Assn. Con- 
vention, Feb. 25-27. Hotel Head- 


quarters at Whitley Hotel. Sessions 
and exhibit at Alabama State Colli- 
seum, Montgomery. A. B. Hill, 2201 
Highland Ave., Birmingham. 


Albany Hardware Co., Inc., Annual 
Trade Show, Feb. 20-22, at company 
offices, 419 Hodges Ave., Albany, 
Ga. 


Albany Hardware & Iron Co., Dealer 
Show, Jan. 21-23, at Albany Hard- 
ware Bldg., Broadway & Arch Sts., 
Albany, N. Y. 


Arkansas Retail Hardware Assn. Con- 
vention, Feb. 11-12. Hotel Head- 





Guess which dealer can make the most 
money selling DAP 


You make full profits with the full DAP line! 


DAP sends pre-sold prospects into your store with the 
biggest national advertising job in the business! Make 
sure those prospects can find al] the DAP products they 
want to buy! Start by stocking DAP caulking and 
glazing compounds! Then add DAP Kwik-Seal,® Rope 
Caulk, Black-Tite, new DAP Spackling and other 
DAP products needed for scores of home maintenance 
and repair jobs. You'll make full profits when you stock 
and sell the full DAP line! 


Write today for 
catalog and 
details of dealer 


program 


AP 


Call your DAP wholesaler. Ask him to show you the 
complete DAP catalog of top-quality products. Get 
details about the big DAP advertising and promotion 
program and the special store selling helps that can put 
a real push behind your DAP sales. Do it today. 


DAP inc., General Offices: Dayton 31, Ohio 


Factories in: Dayton, Ohio «+ Alexandria, Virginia * Chicago, 
illinois *« Dallas, Texas * Decatur, Georgia * Melrose, Massa- 
chusetts « Richmond, California « Tampa, Florida * Xenia, Ohio 


Nationally advertised to millions in: 


The Saturday Evening Post * Mechanix Illustrated 


Home Maintenance & Improvement 


Want more facts? Circle 195, p. 97 
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Popular Mechanics * Sunset * The Family Handyman 











JZ With the NEW MOTO-MOWER SNOW THROWERS 


A big new 20” Self Propelled unit and a rugged 15” 
push model give you the right equipment, at the 
right price for every prospect. The many outstand- 
ing features make them ideal for home use, factories, 
apartments, hotels, motels, shopping centers and 
many other applications. Ask your MOTO-MOWER 
distributor for full details. 


VMOTO-MOWER SNOW THROWERS are HOT PROFIT makers for cold weather 


\ 
\ 


Turn chute full 180° with this easy- All weather shroud keeps engine 
to-reach handle control — throws and carburetor at best operating 


snow up to 25 feet in any direction temperature in cold weather. Rug- 
on self propelled unit. ged impulse starter. 


Chain driven impeller with centrif- 
ugal clutch provides automatic 
overload and impeller protection 
with no load starting. 


Skid can be easily adjusted to best 
height or reversed to provide a blade 
edge for hard snow or sidewalks. 


MOTO-MOWER, INC. RICHMOND, INDIANA A Subsidiary of the dC Dura Corporation 


Want more facts? Circle 196, p. 97 
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quarters at Marion Hotel. Sessions 
and exhibit at Robinson Memorial 
Auditorium, Little Rock. Tom R. 
Pinckney, 10144 Main, Little Rock. 


Billings Hardware Co., Sporting 
Goods, Lawn and Garden Show, 
Feb. 18-19, at company offices, 510 
Broadway, Billings, Mont. 


Canadian Hardware Show, sponsored 
by Canadian Retail Hardware 
Assn., Feb. 5-8. Convention and ex- 
hibits at Industry Bldg., and East 
Coliseum, Exhibition Park, Toronto. 
Angus T. Firth, 290 Merton St., 
Toronto 7, Ont. 


Connecticut Hardware Assn. Conven- 
tion, Feb. 7. Hotel Headquarters 
and sessions at Stratfield Hotel, 
Bridgeport. Russell V. Carlson, 10 
Bank St., New Milford. 


Georgia-Florida Hardware Assn. Con- 
vention, Mar. 25-27. Hotel Head- 
quarters at George Washington Ho- 
tel. Sessions and exhibit at Jack- 
sonville Coliseum, Jacksonville. R. 
L. Ricker, 364 Stowe Ave., Orange 
Park, Fla. 


Hardware Assn. of the Carolinas 
Hardware & Housewares Show & 
Convention, Feb. 20-22. Hotel Head- 
quarters at Hotel Charlotte. Ses- 
sions and exhibit at Charlotte Mer- 
chandise Mart, Charlotte, N. C. 
Martin F. Kaelke, Box 6215 Char- 
lotte 7, N. C. 


Hibbard, Spencer, Bartlett & Co., An- 
nual Convention of True Value, 
Auburn, Associated and Buhl Sons 
Co. Dealers, Jan. 21-23, at 2300 
Brummel Place, Evanston, III. 


Illinois Retail Hardware Assn. Con- 
vention, Feb. 18-20. Hotel Head- 
quarters and sessions at Pere Mar- 
quette Hotel, Peoria. William F. 
Ewert, 707 Merchandise Mart Plaza, 
Chicago 54. 


Indiana Retail Hardware Assn. Con- 
vention, Jan. 28-30. Hotel Head- 
quarters at Sheraton-Lincoln Hotel. 
Sessions and exhibit at Murat 
Temple, Indianapolis. W. J. Sheely, 
4120 N. Keystone, Indianapolis. 


Intermountain Assn. of Hardware & 
Implement Dealers Assn. Conven- 
tion, Jan. 28-30. Hotel Headquarters 
and sessions at Bonneville Hotel, 
Idaho Falls, Idaho. Leon L. Weeks, 
308 Bank of Idaho Blidg., Boise, 
Idaho. 


lowa Retail Hardware Assn. Conven- 
tion, Feb. 11-14. Hotel Headquar- 
ters at Hotel Savery. Exhibit at 
Veterans Memorial Auditorium, Des 
Moines. Philip R. Jacobson, 520 W. 
35th St., Des Moines 12. 


Louisiana - Mississippi Retail Hard- 
ware Assn. Convention, Jan. 21-22. 
Hotel Headquarters, sessions and 
exhibit at the Capitol House, Baton 
Rouge, La. David O. Mansfield, Box 
1619, Jackson, Miss. 


Michigan Retail Hardware Assn. Con- 
vention, Feb. 18-20. Hotel Head- 
quarters and sessions at Jack-Tar. 
Exhibit at Lansing Civie Center, 
Lansing. Harold W. Shumacher, 
1916 Michigan National Tower, 
Lansing 8. 


Montana Hardware & Implement 
Assn. Convention, Nov. 2-4, Hotel 
Headquarters and Sessions at Rain- 
bow Hotel, Great Falls, Mont. Nor- 
man O. Blevins, Box 1152, Helena, 
Mont. 


Mountain States Hardware & Imple- 
ment Assn. Convention, Jan. 23-25. 
Hotel Headquarters at Cosmopoli- 
tan Hotel, Denver, Colo. Francis W. 
Reich, Box 73, Boulder, Colo. 


Nebraska Retail Hardware Assn. Con- 
vention, Feb. 4-5. Hotel Headquar- 
ters and sessions at Cornhusker 
Hotel. Exhibit at Pershing Munici- 
pal Auditorium, Lincoln. Frank L. 
Turner, 303 Insurance Bldg., Lin- 
coln 8. 


New England Hardware Dealers 
Assn. Convention & Hardware & 
Housewares Show, Feb. 25-27. Hotel 
Headquarters and sessions at Stat- 
ler-Hilton Hotel. Exhibit at Stat- 
ler-Hilton and First Corps of Cadets 
Armory, Boston, Mass. Chester C. 
Putney, 665 Boylston St., Boston 16. 


New York State Retail Hardware 
Assn. Convention, Feb. 18-20. Hotel 
Headquarters and sessions at Man- 
ger Hotel. Exhibit at War Mem- 
orial, Rochester. Frank Capalino, 
Hills Bldg., Syracuse. 


Ohio Hardware Assn. Convention & 
Mid-America Hardware Show, Feb. 
4-7. Hotel Headquarters and ses- 
sions at Sheraton-Cleveland Hotel. 
Exhibit at Cleveland Public Audi- 
torium. John B. Conklin, 1540 W. 
5th Ave., Columbus 12. 


Oklahoma Hardware & Implement 
Assn. Convention, Jan. 26-28. Hotel 
Headquarters and sessions at Skir- 


| 
(Continued) | 


has the perfect 
scale display 
for YOU! 


Sell Borg Scales in volume at 
much higher unit-profit, from 
a colorful display tailored 
to YOUR needs. 
SMALL... 

MEDIUM... 
or LARGE 


each Free with a 
new Borg Deal! 


small 


(if your annual volume is $50,000 or less) 


NO OTHER SCALE 
iS MADE LIKE A 


BORG 


A Sc ace 


LET CF SERWILE POUTY 








FREE with DEAL *600 


This 4-scale display on your counter 
uses only 1 sq. ft. of space! Free with 
6-scale assortment. Your cost, $37.13— 
your profit, $18.57—average profit per 
sale, $3.09! (Denver west slightly higher) 
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accurate cylin 


and car keys 


AUTOMATICALLY 


PRESS lever, which automatically 
STARTS machine, which automatically 
‘CUTS Key — machine automatically 
STOPS itself. a 


NO -FUSS—NO BOTHER 


lt sa MONEY-MAKER 
__ © _ for YOU! aoe 
MAIL COUP ON TODA\ y 


KEIL LOCK CO., INC. 
Charlestown, New Hampshire 














Please send complete information on your 
No. | series of Key Duplicating Machines 


Name 





PLEASE PRINT 


Address 





State 
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City Zone 








T-50 STAPLE GUN 


SHOOTS , 


A STAPLE WHEREVER 
YOU'D DRIVE A NAIL! 


AS ADVERTISED IN 


ARROW FASTENER CO INC 
Ju vu St F * N 














You can fix anything with an Arrow T-50 
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~ Level Sales Climb § 

















ng ek Tn. 


LEO ULLL 


am LEVELS 4 

















The wide selection of these 
quality, extruded magnesi- 
um, adjustable levels gives 
you off-the-shelf availability 
with unsurpassed sale ap- 
peal. Magnesium, a third 
lighter than aluminum yet 
stronger, has proven itself 
the ideal material for light- 
weight, long levels. ; 


* Lightweight, strong 
magnesium 


*% Rugged Pyrex metallic 
sealed vials 


sk Replaceable vial 
assemblies 


* Contoured hand holes 
sk Maximum vial exposure 
* Die cast vial holders 


Sold only through wholesalers. 
H-4-661 


Want more , facts? Circle "200, p. 97 








another _Viehex “best seller” 


Tine Sawer 


seo ota Sets 





oe et tom * mn 
eel » torn ow 
adhd 








11 piece set No. 2906-T 





| 

l 

| 

! 

| 

I 

/ 
Each Time Saver socket fits 7 
snugly into its own molded con- 
| 

I 

| 

I 

| 

| 


tour in a plastic tray on the box 
bottom. When lid is closed, sock- 
ets are locked in position. They 
cannot be misplaced. 

Vichek offers 6 fast-selling Time 
Saver sets... 11 to 21 pieces each 
in 4-%-%" drive. Ask your 


wholesaler for profit facts. A-sova 


oul aN 


/, 
i€ +, 
SUBSIDIARY OF A 


~ 
os 


4 
sTRit> 


Viehek Tool Co. 


Cleveland 4, Ohio 
Want more facts? Circle 201, p. 97 








“THE TRADE CALLS ~ = 


DYKEM 
STEEL BLUE’ < 

i. a 
— 


$f 


= Lorckine 
=a ster 
Templates 


== | 
A on ot a 
Moms | 


La7 
; P, ee | : 
oc anaae dQ U00HETEUUTNTATINTHITATIE 


iii 


ea Stee! Blue _| 
a — — 


Popular package 8-oz. can fitted with 
Bakelite cap holding soft-hair brush 
for applying right at bench; metal sur- 
face ready for layout in a few minutes. 
The dark blue background makes the 
scribed lines show up in sharp relief, 
prevents metal glare. Increases effi- 
ciency and accuracy. 


Write for full information 


THE DYKEM COMPANY 


= Established 1920 = 
== 23058 North 1ithSt. «+ St.lovs6,Mco. Ss 


——$ a 


Want + more ; douket Circle 202, Pp. 7 


| 
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vin Hotel. Exhibit at General Ex- 
hibits Bldg., State Fair Grounds, 
Oklahoma City. Tom J. Crooks, 
Corbyn Bldg., 2720 Classen Blvd., 
Oklahoma City 6. 


Our Own Hardware Co., Spring Con- 
vention, Feb. 11-14, at company of- 
fices, 618 N. Third St., Minneapolis 
40, Minn. 


Pacific Northwest Hardware & Imple- 
ment Dealers Assn. Convention, 
Jan. 21-23. Hotel Headquarters, 
sessions and exhibit at Multnomah 
Hotel, Portland, Ore. J. Malcolm 
Smith, 303 Empire State Bldg., 
Spokane 1, Wash. 


Pennsylvania & Atlantic Seaboard 
Hardware Assn. Cenvention, Jan. 
14-16. Hotel Headquarters, sessions 
and exhibit at Sheraton Hotel, Phil- 
adelphia. J. Wayne Tisdale, 3820 
Walnut St., Harrisburg, Pa. 


C. Y. Sehelly & Bro., Inc., Allentown, 
Pa. Spring Merchandise Show, Feb. 
13-15, at Agricultural Exposition 
Blidg., Allentown, Pa., Fairgrounds. 


South Dakota Retail Hardware Assn. 
Convention, Jan. 22-23. Hotel Head- 
quarters and sessions at Sheraton- 
Cataract Hotel, Sioux Falls. Harris 
T. Benson, 2108 S. Western Ave., 
Sioux Falls. 


Southwest Hardware & Housewares 
Show of Pacific Southwest Hard- 
ware Assn., Jan. 27-28. State Fair 
Grounds, Phoenix, Ariz. Otto H. 
Grigg, 1519 S. Garfield Ave., Los 
Angeles, Calif. 


Supplee-Biddle-Steltz Co., Merchan- 
dise Fair, Feb. 4-7, at company Mer- 
chandise Mart, 5th & Bristol Sts., 
Philadelphia, Pa. 


Tennessee Retail Hardware Assn. 
Convention, Feb. 4-5. Hotel Head- 
quarters and sessions at Dinkler- 
Andrew Jackson Hotel. Exhibit at 
Fairground Coliseum, Nashville. 
Rufus J. Parish, Box 784, Nashville. 


Texas Hardware & Implement Assn. 
Convention, Jan. 28-30. Hotel Head- 
quarters, sessions and exhibit at 
Statler-Hilton Hotel, Dallas. R. M. 
Souder, 1108 Gibraltar Life Bldg., 
Dallas 1. 


Tri-State Hardware & Implement 
Assn. Convention, Feb. 11-12. Hotel 
Headquarters at Herring Hotel. 
Sessions and Exhibit at Commercial 








has the perfect 
scale display 
for YOU! 


medium 


(If your annual volume is $50,000 to $100,000) 


BORG 


FREE with DEAL “1200 


Colorful 8-scale display and sales fold- 
ers, both Free with 12-scale assortment. 
Your cost, $75.50—your profit, $43.90— 
average profit per sale, $3.66! 

(Denver west slightly higher) 
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Reichert Floats Get Repeats | FLEX FOLD 2," : 
ony then bare compie tne ot teas end | PLP X-F() DPI PADS 


for every application and water condition. The SPLIT—YOU MAKE 2 PERFECT 8 PACKS! 
patented seam and spud construction makes 1 POUND TUBES @ SPOOL WOOL 
Reichert Floats the strongest. They never leak. FLOOR PADS @ HANDI-KITS 

SCOUR PADS @ SOAP-FILLED PADS 

Not sold direct. Order through your Wholesaler. 








Reichert Tank Balls Always Seat 


The exclusive positive closing Spin Seat (Trdmrk. 
Reg.) (Pat. No. 2788525) revolves on flushing; 
seats in a different position every time. 


xe * 


Send for new catalog and prices on sump pump, humidi- 
fier, pressure, open and flush tank, and general purpose 
copper and plastic floats and rubber tank balls. 





The one marking pencil that writes 
erything you sell or service 
FLOAT & MFG. CO on everything y 
. . @ Works mechanically 
No tape to unwind 


Neat, strong case 
Handy pocket clip 
Refills in 6 bright colors 


ASK YOUR WHOLESALER OR WRITE TO LISTO PENCIL CORPORATION, ALAMEDA, CALIFORNIA 
Want more facts? Circle 203, p. 97 Want more facts? Circie 205, p. 97 
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New Jig Saw Choice 
of Plastic Surgeon 








“Ugly, angular features become graceful, 
flowing curves when I operate,” says this fa- 
cetious face-lifter, “and I always use a Shop- 
mate SJ-581M Jig Saw to aid in my furniture 
remodeling hobby.” 


Model SJ-581M makes its own starting 
hole, circles up to 17”, cuts delicate scroll 
work or a full 2 x 4. 115 volt AC motor, 2.1 


amperes. Air Jet. Die-cast alu- 
minum housing, mirror finish. $9798 
Suggested Retail Price 
PORTABLE ELECTRIC TOOLS, INC. 
1200 East State Street, Geneva, Illinois 
More Values on Pages 152 and 158 
Want more facts? Circle 206, p. 97 


( WRITE FOR YOUR n FREE: :) 


/Complete Newest Set 
of Key Board Togs 














vColorful Streamers 


That Will Brighten Up 

Your Store \{ 
v “ae Edition of m\ 

Blank Comparative List 

STAR Key & Lock 


Manufacturing Co. 


51 South First Sreet 
Brooklyn, N. Y. 
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GIBSON 
GRIPPER 
CLIPS 


KEEP 
THINGS 
IN PLACE 


BRIGHT FINISH Double Spring Action 
NO JUTTING POINTS 2 Sizes Hold Most Handles 


GIBSON GOOD TOOLS, INC., Sidney 6, N.Y. 
_Want more facts? Circle 208, p. 97 


TIME SAVER 
ZINC ALLOY “T” WRENCH 


with east-in tempered tod! steel bit nssee 
that resists ‘round off’ & breakage 

SAVES 50% labor cost on assembly 6% to 
and adjustment. End bit-wiggie 12 
and fail-out that could damage SKIN 
machine parts. Extra handle- PACKED 
torque asswes utmost tightness 9” BULK 
even in deep recesses and BOXED 
counter bores. GET PRICES... 


get catalog to-day. te 
BOWERSOX y 


Dept. P, 3523 W. 9th Street, Chester, Penna. 
Want more facts? Circle 209, p. 97 
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Exhibits Bldg., Tri-State Fair 
Grounds, Amarillo, Texas. R. B. 
Allen, 1409 Fourth Ave., Box 269, 
Canyon, Texas. 


Van Camp Haru are & Iron Co., In- 
dianapolis. Spring & Summer Mer- 
chandise Show, Jan. 23-24, at Ex- 
hibit Hall, Indiana Theater Bldg., 
Indianapolis. 


Virginia Retail Hardware Assn. Con- 
vention, Feb. 4-6. Hotel Headquar- 
ters, sessions and exhibit at Golden 
Triangle Motor Hotel, Norfolk. G. 
T. Omohundro, Jr., Box 206, Scotts- 
ville. 


Weed & Co., Buffalo, N. Y., Annual 
Dealer Trade Show, Jan. 7-9, at 
Statler-Hilton Hotel, Buffalo, N. Y. 


West Coast Hardware & Housewares 
Show of Pacific Southwest Hard- 
ware Assn., Feb. 25-27, at Great 
Western Exhibit Center, Los An- 
geles. Otto H. Grigg, 1519 S. Gar- 
field Ave., Los Angeles 22. 


Western Retail Implement & Hard- 
ware Assn. Convention, Feb. 18-20. 
Hotel Headquarters at Hotel Pres- 
ident. Sessions and exhibit at Mu- 
nicipal Auditorium, Kansas City, 
Mo. J. Keith Melvin, 638-40 W. 39th 
St., Kansas City 11, Mo. 


West Virginia Hardware Assn. Con- 
vention, Feb. 18-20. Hotel Head- 
quarters, sessions and exhibit at 
Chancellor Hotel, Parkersburg. 
Leonard Holdren, 1711 Covert St., 
Parkersburg. 


Western States Hardware, House- 
wares, Paint & Garden Supply 
Show, Sponsored by California Re- 
tail Hardware Assn., Feb. 11-13. 
Hotel Headquarters and sessions at 
Del Webb’s Towne House. Exhibit 
at Brooks Exhibit Hall, Civic Cen- 
ter, San Francisco. Krueger B. 
Jacobsen, 122 Ninth St., San Fran- 
cisco. 


Wisco Hardware Co., Annual Mer- 
chandising School and Sales Show, 
Jan. 28-30, at company headquar- 
ters, 15 S. Brearly St., Madison, 
Wis. 


Wisconsin Retail Hardware Assn. 
Convention, Jan. 14-16. Hotel Head- 
quarters at Hotel Whiting. Sessions 
at Hardware Mutuals Auditorium. 
L. C. Wood, 200 Strongs Ave., 
Stevens Point. 


has the perfect scale 
display for YOU! 


age 


(if your { annual vorume f is over $100,000) 


NO OTHER SCALE 
IS MADE LIKE A 


BORG 


oe 
wET et CERYRE Mn+ 








FREE with DEAL “2001 


Dramatic 12-scale display and sales 
folders, with Guaranteed Sale, all Free 
with 20-scale assortment. Your cost, 
$118.53—your 40% profit, $79.02—aver- 
age profit per sale, $3.95! 

(Denver west slightly higher) 
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Buried...Yanked Up...Buried 
...MORE THAN 75 TIMES! 














Sell the flexible plastic pipe 
that has passed this test... 
with thousands of 
farmers watching! 


All but one end of a coil of Republic FE" 
Plastic Pipe was buried to a depth of 21 inches. 
The free end was attached to a tractor, then, 
the whole length yanked from the ground. 
This process was repeated again and again... 
50, 75, 100 times .. . and Republic FE wasn’t 
damaged! 

Hundreds of thousands of farmers have 
witnessed this test. And, they saw another 
amazing performance at the World’s Con- 
servation Exposition, in Peebles, Ohio. 


It was here that 8000 feet of Republic FE 
was used to pipe water around the grounds. 
Walked over by thousands of farmers and 


driven over by hundreds of tractors, the pipe 


was buried to a depth of 21 inches. At show’s 
end, there were no pin-hole leaks, no ruptures, 
no leakage at any of the 249 joints. Every foot 
of this pipe was dug up and sold to farmers 
who had attended the Exposition. 


PLASTIC PIPE - STEEL PIPE - BOLTS AND NUTS 
ROOF DRAINAGE PRODUCTS 


si) 
REPUBLIC STEEL 
Quality Supplies... Quakiy Suppliirs 


Republic FE—the quality plastic pipe—will 
do a better job for you, a better job for your 
customers. It is approved by the National 


Sanitation Foundation. 4%” through 3” diam- 


eters are available in coils; 4” and 6” diameters 
in straight lengths. For complete information 
on this flexible plastic pipe, contact your 
nearest Republic representative or mail the 
coupon below. 


RS 


Sgpasecpncen error -nepenenE 


: % . = ie Ne 3 Es ay " m 4 
oP *, baa ts e em x a 


HEAVY-DUTY PLASTIC PIPE —semi-rigid type 
SRK®—is also made by Republic and available through 
your distributor. This pipe is joined with solvent-welded, 
socket-type fittings. Certified by the National Sanitation 
Foundation, it is available in a wide range of pressure 
ratings and sizes from 2” through 8”. For complete 
details, call your Republic distributor or mail the coupon 
below. 


REPUBLIC STEEL CORPORATION 
DEPT. HA-2162-R 
1441 REPUBLIC BUILDING + CLEVELAND 1, OHIO 


Please send me information on: 

©) Flexible Plastic Pipe Type FE 0) Steel Pipe 

C) Semi-Rigid Plastic Pipe Type SRK C) Bolts and Nuts 
©) Roof Drainage Products 


Name 





Company 





Address 





City 
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How’s the Hardware Business? 
Prices show level-off trend in Salt Lake’s latest dealer survey 


Hardware prices have shown a Price Changes by lines from 
leveling - off tendency during the : 
period from Sept. 12, 1960 to April September 1960 to April 1961 
17, 1961, in the most recent figures (Based on The Salt Lake Hardware Co. Survey) 
compiled in a survey, made by The Percentage of change 
Salt Lake Hardware Co. of dealer April 17, 1961 
cost prices. P ' 
The survey is taken from a sam- compared to 
ple of 420 hardware items. It shows Sept. 12, March |, 
that there was a slight dip in hard- 1960 1942 
ware prices mid-way through the TOTAL TEST ORDER ........ Sere KS +-101.97 
recent recession. This is the first 125.81 
decline since 1952, and is a contin- Pe SS : +149. 
uation of a leveling-off tendency of Coubactats mee agricultural implements, 48 items 
hardware prices over the past three Stee! and heavy hardware, 16 items 
erry OE Pas or | ARE +110.87 
The survey has been conducted Ritiders’ hatdware: 320 om 
twice a year by The Salt Lake 
Hardware Co., wholesaler at Salt , OE Fe dese : | , SS otg a thal ae ; + 
Lake City, Utah, since 1942. The 
420 items used as indicators are ow ed n.¢ sb) ; ‘ + 59.19 
considered typical of a dealer’s or- Clecivicat wiring. suppties, 25 stem 
der covering 15 different categories iS Gigle. ee ane Aaa 3 | | + 81.37 
of merchandise. Quantities of the Machinery, 7 items 
individual items specified on this : hae ay + 96.89 
typical dealer’s order are as nearly 
average as can be determined. a mao ar — 10 items 
In the latest price study covering Bicycles and supplies, 8 items 
the period from Sept. 12, 1960 to Fishing tackle, 13 items 
April 17, 1961, the value of this a... 
typical order of 420 items on April Automotive accessories and supplies, 19 items 
17 was $5802. This is 0.07 percent, 
or $4, lower than the value of the 
same order placed on Sept. 12, 1960. 
A detailed breakdown of the sur- 


$6,000 





Paints, oil and glass, 18 items 





HARDWARE PRICE TRENDS 


Value of Dealer Test Order 
Source: The Salt Lake Hardware Co. 











$5,000 


Chart by Hardware Age 
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EVERY TIME 
THEY REACH 


IT IS MONEY 
IN YOUR POCKET 


MORE PEOPLE BUY MORE TOOLS SATELLITE 200 
WHEN THEY ARE DISPLAYED ON A 
P&C MERCHANDISER. 


Tools sell faster, profits are bigger and easier 

when you install a P&C Merchandiser. Impulse 

sales increase rapidly. Tool turnover is 4 or 

more times a year. No other tool display can : 

equal the P&C Merchandiser as a sales and | ilk JET 350 
profit producer. P&C Merchandisers are used - A ¢ 

in more than 12,000 stores nationally. For in- : | 
formation ask your wholesaler or write P&C. 


P&C TOOLS ARE PRE-PRICED 


Customers can tell at a glance the price of any 
tool. You save time and money and end cus- 
tomer confusion and profit losses. 


® 





TOOL COMPANY 


Subsidiary of 


oVETON 
Py> 





R-150 TOOL 
P.O. Box 5926 + Portland 22, Oregon 


& 
% 
In Canada, Box 366, London, Ontario % 
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Salt Lake price survey 


Tem Jes-il\ (este | Shows level-off trend 
PER MINUTE (Continued ) 


vey is given in the accompanying 
charts and graph. 

Over the past 19 years the sta- 
tistics indicate continual price rises 
until 1949, when the value of the 
order dropped 1.88 percent. An up- 
ward trend began again, and con- 
tinued until the summer of 1951, 





Comparative Costs 
of Test Order 


Percentage 

of Change 

Date of Value _— from Previ- 
Test Order of Order ous Test 
March |, 1942 $2872.89 ee 

Sept. 1945 3039.60 + 5.8 

Nov. 1946 3417.87 +12.44 
Nov. 1947 3692.83 8.04 
Jan. 1948 3753.60 1.64 
June 6, 1948 3913.99 4.27 
Nov. 1948 4110.36 5.01 
April 4, 1949 4154.07 1.06 
Aug. 1949 4075.67 1.88 
April 1950 4112.91 9 


| Sept. 1950 4308.40 4.75 

One Clerk. ..10,000 Items jen 2 i981 470809 920 

April 1951 4755.45 1.07 

Oct. 1951 4703.04 1.10 

Her Speed ? . es April 1952 4690.6! 26 
Sept. , 1952 4697.46 

April , 1953 4746.16 





146 
1.03 
88 
02 
56 
1.96 
3.06 
3.34 
1.49 
3.20 
819 
1.64 
Al 
1.18 
59 
1.01 
525 
.07 


0 P i Sept. 22, 1953 4787.85 

fe yg fre April 12, 1954 4788.82 

° Sept. 1954 4815.42 

April 1955 4909.84 

Sept. 1955 5060.14 
April , 1956 5229.34 
fastest record-keeping system. The speed and convenience Sept. 10, 1956 5307.38 


ViSirecord’s split-second record location makes it the world’s 

: , il 15, J 
of ViSirecord means savings up and down the line — less oa ted aan 
manpower needed, less space required, less operator fa- April 1958 =: 5612.38 
: Sept. 15, 1958 5618.67 
tigue, greater accuracy. 


April 13, 1959 5684.91 


; | | Sept. 14, 1959 5718.20 
ViSirecord speed in machine posted or automated systems | March 21, 1960 5776.10 


actually kills idle machine time. And, ViSirecord works os - an res 
equally well in accounts receivable, purchase order follow- 

up, maintenance control and any of a hundred other ap- 
plications in large or small organizations, where records 
must be kept and used quickly and accurately. 


| ttttt+tttt+ttt+ttsttest | la 4+t | +444++ 











when another price decline oc- 
curred. This deeline was more pro- 
longed, and continued through the 
Your ViSirecord man will be happy to show you how you winter of 1952. 

can apply speed to your record-keeping the V/SIrecord way. Since 1952 the trend had been 


Meanwhile, write for case histories and other data. steady upward, wan the patest re- 
port showing the first dip in prices 


since that time. 


Industrial supply sales 


ViSire co rd y i nc. up 1.6% during September 


375 PARK AVENUE, NEW YORK 22. N. Y Wholesalers’ sales of industrial 
; es supplies and equipment during 


September were 1.6 percent higher 
© 1961, ViStrecord, tne. | than a year ago, according to the 
_ National Industrial Distributors’ 
Systems Specialists in Principal Cities | Assn. 
Want more facts? Circle 212, p. 97 
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SELLS 
FASTER! 


BUILT 
BETTER! 


COSTS 
By 


ARMSTRONG 


THAT'S WHY...MORE CUSTOMERS [Lys «2 /MA\NGZ te 
ARE SWITCHING TO ROSS! A/a A | grins) 


for Catalogues 
and Price Lists 


BICYCLES 
LAWN MOWERS 





You never bought products like 
these—because you never had the 
choice and values like these! 


Complete range of sizes and models 
in both Bicycles and Lawn Mowers. 





PHILLIPS 
ROLLER SKATES 


The World’s Finest 








PRECISION MADE TO HIGHEST STANDARDS 
CHAIN BIKE CORPORATION, 350 BEACH 79th STREET, ROCKAWAY BEACH, NEW YORK 


Want more facts? Circle 213, p. 97 | 
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us to deliver 


to their previous 3 or 4. 


!) delivery has enabled some wholesalers 

‘t mind saving some cold, hard cash (and keep 
too) why not give us a call, or better still, 

. then sit back and count the hours it takes 
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fast de 


send an order. . 


-SAVING 


to turn their heavy hand tool stock 7 and 8 times, compared 


Our phenomenal (really 
If you wouldn 


Don't fool yourself . 
your 


SPACE 


Went more facts? Circle 214, p. 97 
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onsumer Mailers 
New Wholesalers’ Aids 
for Dealers’ Use 





Christmas mailer offered 
by Stratton & Terstegge 


Stratton & Terstegge Co., whole- 
saler in Louisville, Ky., is offering 
its dealers an 8-page Christmas 
Gifts mailer using a Save & Trade 
theme. 

The mailer is printed in three 
colors, features housewares, tools 
and children’s items suitable for 


gifts. A total of 90 items are in- 
cluded, and most items consist of 
dealers’ regular stock. Front page 
features a steam iron, portable 
mixer, coffee maker and children’s 
riding horse. 

Dealers are also offered a spe- 
cial promotion kit including win- 
dow banners, pennants, price cards, 
ad mats and envelope stuffers. 


Rabinowe has mailer 
for fall promotions 


E. Rabinowe & Co., wholesaler in 
Yonkers, N. Y., has a fall consumer 
mailer for its dealers called 1961 
Festival Sale. 

Front page of the circular fea- 
tures a give-away lint brush and 
comb combination as a traffic build- 
er. Also features specially-priced 
household pail, 6-ft rule, turpentine 
and drill. 

A kickoff dinner meeting was 





This Colorite mixer gives you 


ie 


unconditionally guaranteed, trouble-free garden hose 


Better value and trouble-free garden hose start 
here in this three-stories-high Banbury mixer at 
Colorite. Its electronic controls meticulously pro- 
duce an exact formula of vinyl, then blend it 
smoothly and flawlessly into a superb basic com- 
pound that assures a top-quality vinyl hose. 


This modern genie translates the vast store of 
technical knowledge supplied by Colorite’s staff 
of highly qualified chemists and engineers. Yet it 
is only a minute portion of Colorite’s most advanced 
methods of research, development and manufactur- 


ing. Methods which permit Colorite to market 
products of the highest quality at the most com- 
petitive prices. 


That’s why more and more jobbers and retailers of 
garden hose have discovered that Colorite means 
business. Profitable, full-markup business for 
them, that is guaranteed trouble-free. 


Want proof? Get the full story from 
your jobber or send your jobber’s name 
to Colorite. 


 o= © i. © » Q 2 = puasnics, ic 


World’s leading manufacturer of plastic products for 35 diversified industries 


50 California Avenue, Paterson 3, New Jersey 
Want more facts? Circle 215, p. 97 
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YOUR MOST 

PROFITABLE CUSTOMERS 
ARE THOSE WHO 

WANT THE BEST 





201-NE 
Side cutting plier 


213-9NE 
High leverage plier 


3 ’ 
a re , ® a J 


202-5 
Oblique cutting plier 


, 203-5 
“tl Vie Long nose cutting plier 
, i \ 


—— 


/ - é 


~~... — 








the best Is 


KLEIN 


Any workman who appreci- 
ates good tools knows that the 
name Klein stands for the fin- 
est in pliers. Not only are 
Klein Pliers made with crafts- 
man’s skill and individually 
heat-treated . . . individually 
tested, but they are offered in 
a wide range of sizes and styles 
to meet the specialized needs 
of today’s wiring problems. 

Despite this high quality, 
Klein Pliers cost no more than 
many inferior makes. Be sure 
to stock Klein Pliers for all 
your customers, but most par- 
ticularly for those who want 
the best. 


Write today for a Klein cat- 
alog listing over 150 different 
Klein Pliers. 


Distributed Through Wholesalers 


Foreign Distributor: International 
Standard Electric Corp., New York 


i ys ms KLEIN & Sons 


1200 McCORMI ck ROAD, CHICAGO 45, ILL 


Mathias Klein & Sons, Inc., 7200 McCormick Road, Chicago 45, Ill, 


Please send me a copy of the Klein Plier Catalog. 


Name 





Company 


ee 
“a IE | N 





Address 


SLE py ' 





City 


Zone State 


New Wholesalers’ Aids 
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(Continued) 
held to show participating dealers 
the mailer and give them tips on 
selling the merchandise included. 

A 55-piece window display kit 
DEALER “Adavons 
IMPRINT ‘ea 





supplemented the mailer. Address- 
ing and mailing of the circulars 
was done for dealers by Rabinowe, 
and release was made to all con- 
sumers at the same time. 


September income total 
up 3.7% from year ago 


Personal income total in Septem- 
ber was at an annual rate of $420.2 
billion, according to the Dept. of 
Commerce. This is an increase of 
$750 million from the previous 
month, placing the income total 
nearly $15 billion, or 3.7 percent, 
higher than a year ago. 

Wages and salaries accounted for 
a larger portion of the rise, going 
from $282.8 billion in August to 
$283.2 billion in September. Fac- 
tory payrolls were down about $500 
million, but a large trade payroll 
rise due to enactment of new mini- 
mum wage amendments countered 
this decline. The boost in trade 
wages was coupled with increases 
in distributive industries, services, 
government payrolls, social security 
benefits, dividend payments and 
personal interest. 

Farm income dipped from $12.8 
billion in August to $12.7 billion in 
September. 





RIGHT ACROSS THE BOARD! 


...Bernz Propane Torches, Lanterns, Stoves and 
Green Spot Sprinklers are a winning team for profits! 





THE REASONS: Bernz-O-Matic makes the smartest moves for your 
profit. Bernz Propane Products are American-made quality...presold 
to our customers through consistent national advertising, instore pro- 
motions and award-winning packaging...Bernz Green Spot American 
made products are designed exclusively for distribution through the 


hardware, lawn and garden trade. otTTo BERNZ CO.,INC., ROCHESTER 13, N. Y. 
Went more facts? Circle 217, p. 97 
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Pre-packdged! _ Pre-counted! 


HinpLEY PIC-PAKS 


the complete, profitable bright wire line 


Hindley PIC-PAKS let customers sell themselves fast! With “see-thru” 
tops they see Hindley quality at a glance. End markings provide neces- 
sary price and package information. The PIC-PAKS themselves include 
all the bright wire items needed throughout house, workshop, garage. 


These self-sellers not only build im- 
pulse sales. They cut inventory time, 
speed turnover, and deliver full profits, 
too! Your wholesaler has this complete, 
pre-packaged, pre-counted, line. Order 
your new assortments or rack refills 
today! 





FILLS ALL BRIGHT WIRE NEEDS. 
Hindley PIC-PAK Assortment No. 3u. 
Takes only 16” x 20” wall or counter 
space. Holds 216 units of the 36 most 
wanted items. Includes screw eyes, cup 
hooks, screw hooks, curtain rod hooks, 
shoulder hooks, clothesline hooks — plus 
many more! 


° dle HINDLEY MANUFACTURING COMPANY 
15 Cumberland, Rhode Island 


ince 1897 





WIRE HARDWARE + COTTER PINS > PLUMBING SPECIALTIES 


Want more facts? Circle 218, p. 97 
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Builders’ Hardware 
Convention 





(Continued from page 92) 


allied trades. Delivery of materi- 
als on schedule, and good servic- 
ing of the job helps to avoid costly 
delays and sells the contractor the 
idea of wanting to do business 
with you. 

If the contractor is close to the 
owner, or if he helped select the 
architect, he can exert a great 
deal of influence in swinging the 
hardware contract your way or he 
can throw a mighty monkey 
wrench in the works if he has had 
unsatisfactory experience with 
your firm. 

General contractors often com- 
pletely control alteration and ad- 
ditional work without involving an 
architect. So sell your general 
contractor on you or your firm. 

The general contractor’s super- 
intendent on the job is a mighty 
important man. His job is to erect 
the building which means coordi- 
nating all the various subs and 
trades involved. 

He should be visited early to 
discuss schedule of deliveries, 
storage facilities; the items he 
might want in advance of bulk de- 
livery; your scheduling procedure, 
construction master key system if 
there is to be one, etc. 

Get him on your side fast. Your 
visit will indicate a desire to co- 
operate with him, thus making his 
task lighter and the project pro- 
gress more expeditiously. 

These men always have the ear of 
their boss, the general contractor, 
and just what the project superin- 
tendent spills into the boss’ ear will 
certainly have an influence on 
him. 

General contractor’s carpenter 
foreman is the man who will in- 
stall the hardware. 

Be sure to meet him after you 
have visited the superintendent of 
the job. Ask the superintendent 
to introduce you to him if you 
haven’t already known him. 

This is the man who can make 
or break you in the way he han- 
dles the receiving storage, issu- 
ance, and installation of your 
products. He can lose screws like 





First in Field Tests * First in Quality + First in Sales 


NEW COLD Zale 


MOUSE TRAP 


pre-scented wood 
bait pedal holds 


its scent longer! 


Priced right for FAST SALES, the 
new VICTOR BAITED mouse trap 
features e WOOD bait-scented pedal 
that holds its scent longer than 
plastic e NON-TOXIC bait scent 
prepared scientifically to attract 
mice e TESTED effectiveness by 
Animal Trap, a company 
world-famous for baits and traps 
for over a century— 

VICTOR quality construction. 


| Order now from 
, oy : your VICTOR wholesaler! 


WeTTT  Lidaea dn : 
vyaanenenen (Hes \ 


¥ ’ 
. e i. 

\ 

\ 

*\ 


27 taps 


in Poly-cel Bag 
PROFIT-PRICED 


at 19¢ 


ANIMAL TRAP COMPANY OF AMERICA 


Lititz, Pa. Fenton, Mich. Pascagoula, Miss. 
Niagara Falls, Ontario, Canada 


Want more facts? Circle 219, p. 97 
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ANOTHER NEW 


MONEY-MAKER 
oh am -ialelel-) lela 


CUSHION GNP 
NUT DRIVERS 


Now for the first time you can sell nut 
drivers with all the proven advantages 
of the famous Bridgeport Cushion Grip! 











Sy = «:- SUPER 
® COMFORTABLE 
7 “Blisterproof” 

handle 


* 50% GREATER 
TURNING POWER 


* NON-SLIP NITRILE 
RUBBER GRIP 
resists oil & water 


* UNBREAKABLE 
AMBER HANDLE Hammer- 
proof & shockproof 


* TOP QUALITY NICKEL 
PLATED FORGED STEEL 
BLADE 


* FULLY GUARANTEED 


TO 


$1.60 


RETAIL 


SET NO. 497 tr 


Set No. 487 includes one each of the following 
7 sizes of No. 490 Cushion Grip Nut Drivers in 
attractive S-color yet package: Vin”, Ve", 
Hie", Yao", We", Ve’, Vr" 
Also available im argh ‘stock, asastapes all the 
above sizes plus 742” & Y\," 


The Bridgeport Hdwe. Mfg. Corp. 
BRIDGEPORT 5 CONN 
( PURO LAT » PD PTS INC 
Want more facts? Circle 220, p. 97 
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mad, condemn your staff or he can 
be a real pal. 

When he yells for help get it to 
him quickly or he will be com- 
plaining to the superintendent, 
who in turn, takes it back to the 
general contractor. It is all a vi- 
cious cycle revolving on either 
praise or condemnation. 

Owner’s building engineer or 
maintenance man. This last man 
on the totem pole may not be very 
important on a one-shot job, but 
on any work which has a chance 
of expansion he can be a real 
booster or a real fly in the oint- 
ment. When he needs items for 
urgent maintenance such as key 
blanks, door closer springs, or one 
only grand master keyed lock for 
urgent replacement you can look 
like a hero or a heel. This charac- 
ter sometimes carries more weight 
with the owner, his boss, than 
either the architect or general 
contractor. 

It’s hard to find time today for 
any kind of a real selling job but 
in our industry it must be done 
not once but seven times. 


Hardware in the right place 


by L. E. Atkins, Jr. 
The Cipco Corp. 
St. Louis, Mo. 


First, you must sell the architect 
that you are the best qualified man 
to rely on to solve his hardware 
problems and that he must put his 
hardware in the proper place in the 
specifications so you may best pro- 
tect his clients and his interests. 
This may be done either through 
allowances or schedules. 

Let us all leave this convention 
with the idea that we are going to 
sell the architect and engineer on 
our rights to furnishing the hard- 
ware on all jobs. 

We must earn these rights 
through service to the architect and 
his client. I am sure that I speak 
for the manufacturers when I say 
that their representatives’ will 
stand behind you, ready to serve 
you, your architect, and his client. 

Second, you must back up this 
first sale by using the proper hard- 
ware for the job. 

If you are preparing a schedule- 
type specification, be sure it is clear 
enough that your competitor has 
to meet the proper specification. 








the hot ones 
are fi 


fast- 
moving 


POWER 
TOOL 


BRUSH 
deal 


Best profit news of the year !— 
Howard’s Deal 3734-B—a great new 
assortment of cup and wheel wire 
brushes. They fit ALL power tools. 
Quality-made in U. S. A. Uncon- 
ditionally guaranteed. FREE 
WHEEL BRUSHES plus display 
unit with each deal. Check your 
jobber salesman ; write or "phone 

today for full details on this 

hot BONUS DEAL. 

Write for complete 

Howard Catalog 


HO 


HARDWARE PRODUCTS. I¥F, 


252 Elizabeth Ave., Newark 8, N.J. 
Bigelow 2-2233 
Want more facts? Circle 221, p. 97 


CHAIR-LOC 


Amazing New Liquid 

S-W-E-L-L-S Wood 

e Penetrates weed fibre— 
makes A @-xX-p-a-n-@ 
permanently. 

¢ Quickest and easiest way 
te fix leese chair rungs, 
legs, handies, dowels, 
dove-tails, ete. 





A Fast-Selling Impulse item 
Write fer Free Samples and 
Literature 


CHAIR-LOC CO. 
Lokehurst 3, N. J. 


Want more facts? Circle 222, p. 97 


Do You Want To- 


© Sell or buy o store 

@ Represent new accounts 

© Hire experienced hardware 
personnel 
Dispose of surplus stock—distress 
inventory—job lot merchandise 
aoe sales representation for your 
ine 


Get a job in the Hardware field 


THEN— 


Tell 1t Te The Trade 
in The Classified 
Advertising Pages 

Of HARDWARE AGE 


Classified Ad. Dept. 


HARDWARE AGE 


Chestnut & 56th Streets, 
Philadelphia 39, Pa. 


























Here’s what Alcoa gives you: 
Eleven tested and proven ideas 
that sell your stock! Traffic-build- 
ing “saturation” radio spots in 
key market areas! Two full-color 
pages in the magazine your best 
prospects read! Buy-appeal com- 
mercials on Alcoa’s network TV 
show, “Alcoa Premiere’! Hang 
tags and counter tent cards to es- 
tablish you as “headquarters” for 


LOADS 
'EM = 
UP WITH 
Il TESTED SMALL APPLIANCE PROMOTIONS! 


small electric appliances and in- 
formation! 
SEND TODAY 
FOR YOUR FREE 

PORTFOLIO of Alcoa’s Market- 
Maker promotion materials. 
Write, wire or phone... or simply 
clip the handy coupon at right! 


Beg 
2B ei 
= - 


Aluminum Company of America 
1627-L. Alcoa Building 
Pittsburgh 19, Pa. 


Please send me a 1961 Alcoa Market- 
Maker Planning Guide .. . to help me 
sell more smal! electric appliances 
than ever before! 
Store Name 

A i a lade Ba 


ee Wee ees 
Ordered by 








ea 








Paseo eee". sy 
Leese aeaeeaeaeeeeee 


Watcona ALUMINUM 





ALUMINUM COMPANY OF AMERICA 


Entertainment at its Best... ALCOA PREMIERE with Fred Astaire as Host... Tuesday Evenings, ABC-TV 


Want more facts? Circle 223, p. 97 
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HOT or > COLD ~ me 
excel on prety count 


Deluxe in every detail, Lustro-ware jugs have 
more buy appeal — more utility — more 
service — mcre value. Triple insulation 
and double closure keep beverages or foods 
hot or cold for greatest enjoyment when 
served. Fashionable 2-tone colors — com- 
pact, easy to store sizes. Display protected 
in poly bag with point-of-sale tag exploiting 
features and GUARANTEED service. 


For both sales and profits, feature Lustro- 
ware jugs. Order now in quantities for vol- 
ume sales. Review catalog for other fast 
selling Lustro-ware housewares. 


COLUMBUS PLASTIC PRODUCTS, INC. 
Columbus, Ohio 


Sales offices in principal cities 


So a 


ONE GALLON 


$ 3*9 


HALF GALLON 


$—269 


$$S$SSSSSSS$$ 


non-conductive 
BOIL-PROOF 
HI-DENSITY 
POLYETHYLENE 
Liner—Housing 
and Cover 


$ $ 
$ $ 
3 $ 
$ $ 
$ $ 
$ $ 
$ $ 
$ $ 
$ $ 
$ $ 
$ Heavy Blanket of $ 
$ “‘FIBERGLAS” ‘$ 
$ between for $ 
$ triple insulation $ 
; efficiency $ 

$ 
$ ad 3 
$ RUST-PROOF $ 
$ Will not dent $ 
$ $ 
$ $ 
$ $ 
$ $ 
$ $ 
$ $ 
$ $ 
$ $ 
$ $ 
$ s 
$ $ 
$ $ 
$ $ 


PERMANENT 


All-thru colors 
* 

Light to carry 
= 


BIG 4” TOP 
for easy filling 
and cleaning 


$$S$SS$SSSS35 


Wide mouth 
CARRY JUGS 
in 1 and 2 gal. sizes 


Handy, compact, square 
tainers of non-conductive 
BOIL-PROOF hi-density 
polyethylene. Easy-carry 
plastic handle with same 
big 4° top as on insu- 
lated jug. Labeled and 
prepriced at 


S8c and $1.49 


Want more sinus ——_, 224, p. 97 
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Here's What This Trademark Means To You 


66 CHICAGO” ae 

















~ Tams with Dealers | 


THE COMPLETE LINE SATISFIES 
EVERYONE 


Sidewalk Skates for indoors and outdoors 


Skates for Toddlers ¢ for juniors ¢ for teenagers and 
oldsters . . . heavy duty skates ¢ rubber tire skates, 
triple tread steel skates. 


Rink Shoe Skate Outfits .. . there is a skate for every 
purse, every purpose. Regular skates, dance and figure 
skates, racing and hockey skates. 


A new convertiblade changes roller skates into ice 
skates and back again. 


It All Adds Up To MORE PROFIT—FASTER, STEADY TURNOVER 
CHICAGO ROLLER SKATE CO. 


4456 W. LAKE STREET CHICAGO 24, ILL. 





Want more facts? Circle 225, p. 97 











Da WN. DE E Adhesive CLOTH 


BETTER HOUSEHOLD 
HARDWARE SINCE 1872 


E. H. TATE CO. © 251 CAUSEWAY ST. © BOSTON. 
Want more facts? Circle 226, p. 97 





MASS. 




















RETA\ 

WRITE &e E WITT PRODL ICTS Co. \ 
| 5860 PLUMER ST.  —s_—dDETROIT 9, MICH. Breve 
Want more facts? Circle 227, p. 97 














GLEAMING WHITE 
WAIN 4 ee Oona i nie 


cL ELELOLLE Gn, ii 
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se LAUND-R- flex Ducting 


- « « for the first time a seamless 
extruded ducting made from top quality 
virgin vinyl . . . yet Competitively Priced ! 
LAUND-R-flex Ducting is unequaled for ex- 
citing beauty and lasting convenience .. . 
LAUND-R-flex Ducting is Flame-Resistant 

. easier to keep clean . . . quickly and 
easily installed on any dryer. 


COLE-SEWELL ENG. CO. 


MANUFACTURERS OF 


z=), LAUND-R-VENT 


2288 UNIVERSITY AVENUE 
ST. PAUL 14, MINNESOTA 
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KEY-BAK - 


Key Reel 


COUNTER CARD 


MAKES EASY MONEY |’ 


KEY-BAK Key Reel is HIGHLY ADVER- 

TIZED in such magazines as POPULAR 

MECHANICS, TRUE MAGAZINE, etc. RETAIL 
KEY-BAK advertising is seen by over 

5,000,000 people EACH MONTH. You f | $395 
make money from KEY-BAK advertis- 

ing when you prominently display the ORDER IT 
famous self-selling KEY-BAK Counter oe NOW! 
Display Card in your store. We'll tell bin ie 

them . . . then, you sell them! Get 

KEY-BAK now from your jobber .. . 

or write direct. 


OVER TWO MILLION 
KEY-BAKS NOW IN USE! 


Key-Bak is pocket-watch size, highly-polished chrome finish. It’s 
worn on the belt by millions of men who carry keys. Swedish clock 
spring reels in the 24” long STAINLESS STEEL chain; keeps keys 
always safe and handy at wearer's side. LIFETIME GUARANTEE 


West of Mississip East of Mississipp 
LUMMIS MFG. COMPANY CTL COMPANY 


2242 E Footh B va 7) } W Ste wart * ¥ 
‘aekic sl dale Pan @elit Wousau, Wisconsin 
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RADIO LINE presents 


the biggest and the strongest 
WHEELBARROW 
ever built for the price! 


Revolutionary in style—in construc- 
tion—in packaging! Sells itself! The 
Radio Home Owner's Wheelbarrow 
will turn over fast...it’s priced low 
for high volume sales! Check these 
features! Order yours today! 
e Exclusive rolled-under flange— 
heavier gauge steel tray 
Special tubular handles insert into 
legs 
Handles inset into tray for lifting 
ease 
Massive puncture-proof tire of ex- 
clusive Radio design 
Congo Graphite Bearing—never 
needs oiling—never rusts 
Packaged for Self-Service—All 
trays protected by a carton 


Radio Garden Carts are top sellers! 
Their exclusive recessed wheel de- 
sign... the feather-light handling 
and maneuverability make these 
Carts the most popular in the country. 
Write for more information on this 
outstanding profit maker. 


_ RADIO STEEL & MFG. CO. CHICAGO 35, ILLINOIS — 


» World's Largest Manufacturers of Wagons, Scooters, Garden Carts . 


Want more , facts? Circle 230, p. 97 
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Read it in HARDWARE 


NEWS OF 


HARDWARE AGE FOR 


KKKKKKSK 








News About Dealers: Gilfillan Hardware Is 
Contest Winner; Second Lathrop Store Opens 





St. Paul, Minn.—Gilfillan 
Hardware was the store 
where the grand prize win- 
ner in the Martin - Senour 
Co. national Color Sweep- 
stakes contest dropped his 
lucky ballot. The prize was 
a 1961 Rambler station 
wagon. 


Racine, Wis.— Lathrop 
Hardware, Inc., opened a 
second store in late Septem- 
ber in the former North 
Racine School building. Kai 
Jensen, owner, said the store 
will carry furniture, appli- 
ances and television sets as 
well as hardware items. 

Denver, Colo. — Happy 
Cannon Hardware won first 
prize in the hardware cate- 
gory of the Outdoor Living 
Awards Program sponsored 
by Hamilton-Skotch Corp., 
New York City. The pro- 
gram was to encourage deal- 
ers to expand their efforts 
in the development of attrac- 
tive and interesting displays 
to promote picnic and outdoor 


living products. Awards were 
also given for similar dis- 
plays in auto supply, sporting 
goods, variety and depart- 
ment stores. 


Edina, Minn.—Wall Hard- 
ware celebrated its grand 
opening with a 10-day sale. 
The store, managed by 
Freddie Fadell, was owned 
by Olson Brothers, which 
has taken over Town & 
Country Hardware. 


Fort Myers, Fla.—Another 
grand opening on Aug. 31 
marked the official opening 
of Al’s Lehigh Acres Shop- 
ping Center, which includes 
a hardware store along with 
other retail outlets. 


Harrah, Wash. — Harrah 
Hardware & Lumber, Inc., 
is the name of the new firm 
which has_ succeeded the 
Bestway Building Center. 
William Shuell is manager 
of the store, which stocks 
lumber, paints and building 
supplies as well as hardware. 





Weed & Co. Assigns 
Five New Salesmen 


Five new men have been 
assigned to the sales force of 
Weed & Co., Buffalo, N. Y., 
hardware distributor. 

Three of the salesmen for- 
merly were with the W. 
Bingham Co. They are Ray 
E. Secrist, Richard Callan 
and Joe Klun. Also assigned 
were Gene Harris, formerly 
with Vermont Hardware, and 
Don Shay. 


C. Hager & Sons Names 
King Marketing Manager 


Clarence H. King, Jr., has 
been appointed to the newly 
created post of marketing 
department manager of 
C. Hager & Sons Hinge Man- 
ufacturing Co., St. Louis, Mo. 

Formerly assistant sales 


CLARENCE H. KING, JR. 


manager for P. & F. Corbin 
Division of American Hard- 
ware Corp., New Britain, 
Conn., Mr. King will direct 
the marketing of Hager’s 
more than 5000 styles of 
builders’ hardware. He is a 
member of the American So- 
ciety of Architectural Hard- 
ware Consultants. 
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R. L. Prindle Elected 
President of Edmont 


R. Leo Prindle, for the 
past four years executive 
vice president and a director 
of Edmont, Inc., Coshocton, 


R. LEO PRINDLE 


Ohio, has been elected presi- 
dent succeeding Edward E. 
Montgomery. Mr. Montgom- 
ery, founder of the glove 
manufacturing firm and its 
president for 27 years, has 
been elected chairman of the 
board of directors. 

Mr. Prindle joined Edmont 
in 1952 as regional sales 
manager, later serving as 
general sales manager and 
vice-president in charge of 
sales. 


Jacobs Mfg. Names 
Duffy Sales Manager 


David E. Duffy, for the 
past two years assistant to 
the vice-president of sales, 
has been appointed sales 


DAVID E. DUFFY 
manager of the Jacobs Mfg. 
Co., West Hartford, Conn. 

Mr. Duffy will be respon- 
sible for sales of Jacobs Drill 


Chucks and Collet Chucks in 
both the domestic and export 
fields. He has been with 
Jacobs since 1946, spending 
12 years as district manager 
in Cleveland, Ohio. 


Bright Star Appoints 
Trover Sales Manager 


N. F. Trover has been 
named general sales manager 
for Bright Star Industries, 
Clifton, N. J., succeeding C. 


N. F. TROVER 


F’. Bishop, who has been ap- 
pointed executive vice-presi- 
dent of the firm. 

Formerly regional sales 
manager with Ray-O- Vac 
Co., Mr. Trover will direct 
sales, merchandising and de- 
velopment of new sales chan- 
nels for Bright Star Indus- 
tries. 


True Value Committee 
Chooses Spring Items 


The True Value store com- 
mittee met in early October 
to choose items and set up 
competitive retail prices for 
the Spring True Value pro- 
motional program. 

Members of the committee 
are Robert P. London, John- 
son City, Tenn.; Don O’Rear, 
Terre Haute, Ind.; John Er- 
del, Mexico, Mo.; Bob Sou- 
kup, Elmhurt, Ill., and Olaf 
R. Moore, Lapeer, 1f. ». The 
committee visited the Na- 
tional Hardware Show in 
Chicago prior to the rv ceting 
to inspect possib’ rchan- 
dise for the Spr. >romo- 
tion. 
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Industrial Convention 
Dates Are Changed 


Dates for the 1962 Triple 
Industrial Supply convention 
in New York City have been 
changed. The convention will 
be held on June 4, 5 and 6 
instead of June 5, 6 and 7. 

The dates have been moved 
up one day to eliminate pos- 
sible difficulties with hotel 
reservations and registration. 

Opening session will be on 
Monday morning instead of 
Tuesday. This means the 
registration period will begin 
on Sunday morning, which 
should be more convenient 
for members checking in. 


Our Own Begins Series 
Of 21 Retail Clinics 


A series of 21 retail man- 
agement clinics has. been 
started by Our Own Hard- 
ware Co., dealer-owned whole- 
saler at Minneapolis. 

The clinics, being held in 
various areas, are comprised 
of small groups of store 
owners and managers. De- 
tailed discussions of new 
concepts in hardware mer- 
chandising are the nucleus of 
the meetings. 


Emmet Burke Retires 
From Baker & Hamilton 


Emmet Burke, '_ general 
sales manager of Baker & 
Hamilton, San Francisco, re- 
tired Oct. 1 after 55 years 
with the 112-year-old hard- 
ware distributing firm. 

Starting as a_ salesman 
with Pacific Hardware & 
Steel Co., Mr. Burke re- 
mained after Pacific’s merger 
with Baker & Hamilton in 
1918. He was made manager 
of the tool department in 
1934, becoming general sales 
manager in 1948. 

Junius Alrick, assistant 
sales manager for the past 
year and a half, succeeds 
Mr. Burke in charge of 
dealer sales. Richard B. 
Davis continues as manager 
of industrial sales. 


A. C. FURTWANGLER 


Furtwangler Promoted 
By Martin-Senour Co. 


A. C. Furtwangler has 
been promoted to marketing 
manager of Martin-Senour 
Co., Chicago. He succeeds 
T. S. Andrews, who has re- 
tired. Mr. Furtwangler has 
been with the firm since 1938, 
and was manager of the 
northwest and central trade 
sales divisions. 


Philadelphia Dealers 
Elect New Officers 


William K. Smith, an ex- 
ecutive with Felton - Sibley 
and Alsamite Paint Manu- 
facturing Companies, was 
elected president of the Re- 
tail Hardware Association of 
Philadelphia at the 4lst an- 
nual meeting recently. 

Other officers named were 
Edward Shmidheiser, first 
vice president; Harry Spec- 
tor, second vice president; 
Herman G. Klein, secretary, 
and Charles D. Huff, treas- 
urer. 


Smith's Power Equipment 
Post To John Chesluk 


John Chesluk has joined 
Chas. J. Smith & Co., Jersey 
City, N. J., wholesaler, in 
charge of sales and service 
connected with power equip- 
ment. 

Mr. Chesluk, formerly with 
Lawn-Boy Div., Outboard 
Marine Corp., also will act 
as specialty salesman for the 
same division. 


Coast-to-Coast Headquarters Operation 


Is Acquired by the Household Finance Co. 


The Central Organization 
of Coast-to-Coast stores, a 
voluntary chain with head- 
quarters in Minneapolis, has 
been purchased by House- 
hold Finance Co. in a trans- 
action estimated to involve 
$30,000,000. 

Sales volume of the Cen- 
tral Organization is esti- 
mated to be running current- 
ly at a rate of about $42,- 
000,000 annually. The Coast- 
to-Coast group consists of 
938 stores in 20 states, sup- 
plied from the Central head- 
quarters with each store in- 
dividually owned. 

The firm was acquired 
through an exchange of 
stock. The stockholders of 
Coast, Arthur C. Malamed, 
Maurice L. Malamed and 
H. J. Kantrud, received 534,- 
000 shares of Household Fi- 
nance stock in exchange for 
their interest in Coast’s Cen- 
tral Organization. 

According to statements 
made when the purchase was 


announced, Coast’s present 
officers will continue in their 
present positions. These in- 
clude, in addition to the prin- 
cipal stockholders who are 
also senior officers, the fol- 
lowing vice-presidents: York 
Langton, Russell Lippitt, Ir- 
vin Rose and Adolph Link. 

The announcement em- 
phasized that the Coast-to- 
Coast operation would be 
continued and, in fact, ex- 
panded. Arthur C. Malamed 
said that the company would 
proceed with its plans to 
open new warehouses. These 
will not only bring better ser- 
vice to present stores, but 
will also bring the plan to 
other portions of the country, 
he said. 

This action represents 
Household Finance’s first 
move into merchandising. It 
is expected to result in wide 
use of HFC’s consumer fi- 
nancing activities in the 
Coast-to-Coast stores. 

(Continued on page 194) 





Thomas Falvey Joins 
Supplee-Biddle-Steltz 


Thomas A. Falvey has 
joined the sales staff of Sup- 
plee-Biddle-Steltz Co., Phila- 
delphia wholesaler. He'll 
cover northern New Jersey. 

Mr. Falvey was with W. L. 
Blumberg, Brooklyn, N. Y., 
the past two years. Prior to 
that he was with Worth 
Hardware, New York City, 
for 12 years. 


Enterprise Aluminum 
Officers Are Elected 


David J. Zuver has been 
elected president and general 
manager of Enterprise Alu- 
minum Co., Massillon, Ohio. 
He succeeds Richard F. 
Krause who was elected 
board chairman. 

Other elected officials are: 
George A. Glock, vice-presi- 
dent sales; Stephen Breznen, 


treasurer; Andrew S. Jacobs, 
secretary; and Veronica 
Schrader, assistant treas- 
urer. 


W. C. Heller Co. Sold 


R. L. Heller, president of 
W. C. Heller & Co., Montpe- 
lier, Ohio, and grandson of 
the founder, has purchased 
controlling interest in the 
store fixtures manufacturing 
firm. LeRoy S. Heller, a son 
of the founder, continues as 
vice-president, while former 
treasurer John Heller, an- 
other son of the founder, has 
retired. 


New Association Name 


American Fishing Tackle 
Manufacturers Assn. is the 
new name for the former As- 
sociated Fishing Tackle Man- 
ufacturers. Headquarters are 
at 20 N. Wacker Drive, Chi- 
cago 6. 
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IVES 


PRESENTS... 


the finest catch for wardrobe and 
interior doors, the 


NEW 
ROLLER 


CATCH 


NOS. 335 and 336 


it’s A-D-J-U-S-T-A-B-L-E 


NEW 


> 


CAN(ne 





IVES unique heavy duty spring tension 
ROLLER CATCH Nos. 335 and 336 is fully 
adjustable. Its wide range holding power 
(4 to 17 pounds) makes it possible for 
doors to be set to open at a touch... or 
a tug. An extremely narrow face plate 
(%e"") and bore (%"’) makes this catch easy 
to install on even the thinnest doors, and 
its durable nylon roller is a sure fire 
guarantee of long life under extremes of 
hard usage. 


AVAILABLE IN ALL STANDARD 
FINISHES 


No. 335 
with 
strike for 
simplified 
mortising. 


No. 336 
with 
conventional 
strike - ideal 
for metal 
frames. 





Face Plate 24%" x 7%" 
Bore %” diam. x 154” 
Strike 2%" x 15%” 


For information on other IVES Quality Products send for brochure. 


THE H. B. IVES co. 


NEW HAVEN, CONNECTICUT — U.S.A. 
Want more facts? Circle 231, p. 97 
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| charge of research and de- 


| & Brass, 





—News of the Trade—— 


brief reports of 


MANUFACTURERS SALESMEN 


@ Medalist Hardware Division, National Lock Co., Rock- 
ford, Ill.—Two new field salesmen have been named. John 
F. Smith to a new territory including Oklahoma, Arkansas 
and parts of Tennessee. Arthur Severson to western New 
York State. 


@ Continental Can Co., Decoware and Metal Specialties, 
New York, N. Y.—Three new sales assignments have been 
announced. John Corry has been named products sales man- 
ager. J. P. Bertram has been appointed Metal Specialties 
sales representative. Donald L. Baker has been made mer- 
chandising manager for Decoware metal housewares. 


@ Campbell Chain Co., York, Pa.—Joseph W. Boyd has 
been named sales territory manager for Alabama and Mis- 
sissippi and parts of Arkansas, Louisiana and Tennessee. 


@ Clemson Bros., Inc., and its affiliate, Victor Saw Works, 
Inc.—Leo G. Leddy has been appointed district sales rep- 
resentative for West Virginia. 


@ Hamilton Cosco, Inc., Columbus, Ind.—Robert K. Hux- 
table, Cosco sales representative since 1949, named western 
regional sales manager, replacing William J. Shaw, recently 
resigned. 


@ Beacon Mfg. Co. and its hose division, Cleveland Rubber 
& Plastic Co., Cleveland, O.—Harry Soltz, Medford, Mass., 
appointed New England sales representative. 


@ Patterson-Sargent Co., subsidiary of H. K. Porter Co., 
Inc., Cleveland, O.—B. Leonard DiPietra, formerly sales 
manager of National Lead Co. of Mass., appointed sales 
manager, Atlantic District. 


@ American Floor Machine Co., subsidiary of American- 
Lincoln Corp., Toledo—David A. Sekulski transferred as 
branch and area sales and service manager to the Seattle, 
Wash., office. He was manager of the Indianapolis branch. 


@ Reardon Co., St. Louis—Richard Novak to cover Minne- 
sota, North Dakota and South Dakota: Richard Davis to 
cover southwestern Ohio and southern Indiana. 





Mr. Bunn joined Revere 
in 1932 as a research metal- 
lurgist and has been general 
manager of research and de- 
velopment since 1960. 


Five Posts Filled 
By Chicago Metallic 


Five posts were filled re- 
cently by Chicago Metallic 
Mfg. Co., Chicago. 

Ben H. Rumage has been 
elected vice-president in 
charge of housewares sales. 
Richard P. Schmidt has been 
elected vice-president in 
charge of manufacturing. 
Robert H. Zeigler has been 
appointed sales promotion 
manager. Gordon Arkin was 
appointed comptroller. Don 
Chickering has joined the 
firm as pan coatings plants 
manager. 


EDWARD 8. BUNN 


Bunn to Head Revere's 
Research, Development 


Edward S. Bunn has been 
elected vice president in 


velopment of Revere Copper 
Inc., New Yorx 
City. He succeeds Richar@ 
A. Wilkens, who is retiring. 





there's thre like Ut x 
m ag ,; NEW TOOLS 


ARE YOU AWARE OF GREAT NECKS’ 
FASTEST SELLING TOOL LINE? 


PERFECT FOR USE 


® GRIPS ANY MATERIAL ON HOLLOW DOORS 
UP TO 3/8” THICK 


® NEEDS ONLY 3/8”’ 
EXPANSION SPACE 


® NO DAMAGING PRONGS 











BX-2 

BLACK BEAUTY 
#25 ALL STEEL SPORTSMAN 

HACK SAW FRAME AXE 











LO OE AE AE AE AF 


Perfect for fastening fixtures 
to flush doors . . . no prongs | 
to split thin wood. 

















Perfect for use with thin EASY TO INSTALL é , K-11-K 
metals, plastics, etc... where | HANDY 


Be insert ! B-4C 
sheet metal screws won't ~ . an C UTILITY 
OPPER FINISH 
hold, the Jack Nut will. . coal only %" expan- | . KUT-UP-KIT 
| f SQUARE 





Works on same principle as Run in screw to 


famous Molly Screw Anchor. 4 collapse spider 
anchor backing 


Anchorage is permanent... , by martin pull Pat ev} CV-5 
fixtures can be removed and ' Wie 5 PIECE 


replaced in same nut. Will Me installed ane i CHROME 
not pull through. Weight poe eer % HF | VANADIUM 
Jack Nut will hold is limited D screw. ea CREW 
only by the strength of the a, 8 -— LK-25 
matericsin which weed. ~ AVY Os Uunbreakable LINOLEUM KNIFE 
} ; ghee handles) 
ASK YOUR & /—& CORPORATION 
|) READING, PA. 
JOBBER = \ . . 
Want more facts? Circle 232, p. 97 . ar * K-11-M 
cinitiabinmesde a. : UTILITY 


WINVER WEATHER ss. | 
WANIINIEEL 


As temperatures drop, thermometer sales 
go up. And Taylor’s new Deluxe Temp- 
RITE® Window Thermometer is a sure sales 
winner. Its handsome simulated wrought | r > 

iron bracket contrasts with colorful red ace ‘4 Gnemt 
caps on the white scale for crisp eye-catch- 
ing appeal. Blister-carded to promote im- 
pulse buying and for lasting protection. 
# 5314, $3.25. Taylor Instrument Compan- 
ies, Rochester, N.Y., and Toronto, Ont. 


Taylor Instruments Mean Accuracy First SH.2 
Want more facts? Circle 233, p. 97 | GRASS SHEAR 





























SP-2 
PRUNING SHEAR 








MW-5 
5 PIECE 
SABER 
SAW 
SET 
in plastic 
pouch 





+ 

x 

. 3 GREAT NECK TOOLS ARE NATIONALLY ADVERTISED 
* 


ame ADJUSTABLE eck CREAT NECK 
PR trent Beoee SAW MANUFACTURERS, INC. 


Want more facts? Circle 234, p. 97 Want more facts? Circle 236, p. 97 
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Tnhew ! 


e push button latch ° 


by ideal Pe 


; A 
AOE 


one-piece handle, 
optional key-lock- 
ing push button 


Modern, streamlined de- 
sign . . . engineered for 
the utmost convenience, 
styled to sell. New ‘Spring. 
Loaded’ push button fits 
the thumb perfectly for 
easier opening. One-piece 





This is how the ‘‘business”’ 


? 
Board side of “RESINITE”’ Floor 
Surfacing Paper looks to a floor. And 
eye if you're looking at the business side 
« 
View paper. Easiest of all to stock and 
sell, ‘‘RESINITE” is available in cut 


of your rental floor sanding trade you'll 
find it pays to carry this quality 
sheets and discs to fit your machines; in simplified 


handle construction adds 
strength for greater du- 
rability. Easy to install... 
only three 14” holes thru 
door. Drill jig for installing 
and adapter plate for cov- 
ering existing holes are 
available. 


Fine, Medium, and Coarse grits; and backed by a 
complete promotional program that’s available to 
you free of charge. Ask your 3M Man. 


Mianmesora [finine ano Afanuractrunine =< E> 
LOW COST, FAST MOVING 


HANGER IRON 


Galvanized or 
cold rolled steel 


Hundreds of uses in 


+ HOME 
+ SHOP 
+ FARM 





Ideal Push Button 
Latches convert easily from 
standard push button to 
key operated push button. 
No inventory complica- 
tions! To make the conver- 
sion, all you need is the 
standard latch and the 
easy-to-install cylinder 
locking unit. 











Castings are Zamax... | 
available in baked silver | 
aluminum or gold enamel | 
and chrome plate finishes. | 
Clear lucite handle is also 


available. 
Write today for complete prices 
and delivery information. 
LATCHES e OJLITE BEARING 
HINGES e CLOSERS e CHAINS e 
SASH ADJUSTERS e PUSH BARS 
e QUIKI WINDOW CONTROLS 


IDEAL 


Twenty-gauge for maximum support and flexibility. Ten- 
foot coils %” wide with %” punched holes, “4” apart. 
Individually boxed in attractive red, white and blue 
cartons as illustrated, 24 boxes per shipping case or 
bulk packed, 25 coils per shipping case. Also available 
in 10’ straight lengths, shipped fifty lengths per bundle. 


Write for prices and FREE sample coil today! 
Warek MANUFACTURING CO. 


579 Tecumseh Street + DUNDEE, MICHIGAN 
Want more facts? Circle 237, p. 97 


BRASS 
WORKS, INC. 


215 E. 9th St., St. Paul 1, Minn. 
ideal Builders Hardware Corporation 
LaSalle, Quebec, Canada 


Want more facts? Circle 236, p. 97 


Ae LNA 
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_——News of the Trade ere i 





brief reports of of \ 1 | TI 


MANUFACTURERS SALESMEN . y | : 


ew. J. “Bill” Shaw, 4415 
W. 72d Ter., Prairie Village, 
Kan., has announced the for- 
mation of the William J. 
Shaw Co., manufacturers’ 
representatives, specializing 
in hardware, housewares and 
farm supplies, with offices 
in his home. 

The firm will cover Mis- 
souri, Kansas, lowa, Ne- 
braska and Oklahoma. 

For many years secretary- 
treasurer of the Western Re- 
tail Implement & Hardware WILLIAM J. SHAW 
Association, Mr. Shaw was 
recently re-elected to his 13th term as secretary-treasurer 
of the Hardware Golf Association. He has also served as 
western sales manager for True Temper Corp., Cleveland, 
Ohio, and for Hamilton Cosco, Inc., Kansas City, Mo., 
where he was vice-president in charge of sales for the 
technical publications division. 





















































@ L. Teweles Seed Co., Milwaukee—Ohio and Kentucky to | 1) 
Ungar Brothers, Cincinnati. | ae 


@ Stanley Tools Division, Stanley Works, New Britain, 

Conn.—Walter F. Schultz, previously covering Maryland, 
Virginia and Washington, D. C., promoted to southeastern 
regional manager. Francis J. Tanguay to cover New Jersey, 
succeeding Robert S. Watson, who recently retired. | 








@ American Pad & Textile Co., Greenfield, Ohio—Califor- & 
nia to Far West Associates, Los Angeles. . ~ 


@ Osrow Products Co., Glen Cove, N. Y.—Maryland and 
Virginia to Sam Srour & Associates, Silver Springs, Md. 








@ Red Devil Tools, Union, N. J—Washington and Oregon | gi or ee eee 
to Paul E. Johnson Co., Portland, Ore . | GEE RE 


we + 
liberty, Post Jom? kumaup vim wm ational Merchandisers 
Contest Winners Named received a framed original of 
ss anaibeaiediaie abel a a Post cartoon and were hon- Help You Sell ’ 


. ored in similar fashion, were 
Saturday Evening Post, the wives of Edward Banta, 








Liberty Distributors, Phila- Morley-Murphy Co., Green Attractive packaging and special demonstration units mean 
delphia, Pa., recently con- Bay, Wis.; Donald Eberle easier selling and more business for you! All this is yours at no 
ducted an interesting contest Albany Hardware, Albany, extra cost with National’s most complete line of weatherstrip 
for the wives of wholesaler N. Y.: William Rearden. products. Here the salesman shows the colorful self-service dis- 
salesmen. Amarillo Hardware Co., Am- play of National’s Stop-Air Automatic Door Bottom. 

The Post sent letters to arillo, Texas; Robert Rosner, Find out more about this and other National features from 
i of salesmen, asking Supplee - Biddle - Steltz Co.. your jobber right away. 
them to write a letter telling Philadelphia, Pa.; Walter : ; 
about the “sale their husband Gottlieb, J. A. Williams Co., Mail this today ! 
was most proud of.” Quali- Pittsburgh, Pa., and Donald 
fication for the contest was M. Frey, Thomson-Diggs Co., | =-7 733 - > << 


the sale of 12 or more of Sacramento, Calif. 
Liberty’s Dainty Maid appli- 

ances, at which point an en- 

try blank was sent to eligible 

wives. 


First prize, a framed orig- Egka A : 
inal painting worth $500, ppoints Hagerty 


was won by Mrs. Adrian As Service Manager 

Bruce. Her husband repre- William Hagerty has been 
sents Ohio Valley Hardware named service manager for 
Co., Evansville, Ind. Both Eska Co., Inc., Dubuque, | 
were honored in a presenta- Iowa. The position is new. 





NATIONAL METAL PRODUCTS CO. 
2 Gateway Center, Pittsburgh 22, Pa. 


NATIONMAL METAL 
PROOUCTS COMPANY 


[] Please send me information on National’s merchandisers 
that help me sell. 


[] Please send me complete catalog information. 





tion ceremony attended by Mr. Hagerty has been in | eee ox ny eh Bites tes - - ee oe 

executives of Ohio Valley dealer sales for Eska for the | 

Hardware. past five years. | Address. res NE Aa andes 
Want more facts? Circle 238, p. 97 > City State 





——————News of the Trade—— 








OBITUARIES 





Henry J. Funk 


Henry J. Funk, vice-presi- 
dent and senior buyer of Al- 
bany Hardware & Iron Co., 
Albany, N. Y., died Oct. 6 at 
his home after an illness of 
10 weeks. He had been ac- 
tively connected with Albany 
Hardware for more than 61 
years, starting in 1900 as an 
errand boy. Mr. Funk, a past 
president of Eastern N. Y. 
Purchasing Agents and long 
active in the affairs of the 
Nationa: and New York 
State Wholesale Hardware 
Associations, became hard- 
ware and housewares buyer 
for Albany Hardware in 
1919. He was elected vice- 
president in 1939. 


Mal M. Whitfield 


Mal M. Whitfield, Evans- 
ton, Ill, died Oct. 14. Mr. 
Whitfield was a former 
HARDWARE AGE sales repre- 
sentative for many years in 
the Chicago territory. 


Thomas E. Noble 


Thomas E. Noble, Wichita 
Falls, Tex., hardware dealer, 
died in the store in which 
he was a partner. Survivers 
include a brother, Leonard, 
a partner in Noble Brothers 
Hardware. 


Horace Strayer 


Horace Strayer, 39, assis- 
tant sales manager and a 
buyer for Peeler Hardware 
Co., Macon, Ga., wholesaler, 
died recently of a heart at- 
tack while water skiing near 
Pine Mountain, Ga. 


Cooper Steadman Allen 


Cooper Steadman Allen, 71, 
owner of C. S. Allen Hard- 
ware, founded in 1889 in Cal- 
vert, Texas, by his father, 
died in Hearne Hospital Sept. 
22 after an illness of several 
months. He had operated the 
store since 1930. 


Frank P. Eymer 


Frank P. Eymer, 69, a 
quarter century member of 
the Michigan Retail Hard- 
ware Association, died re- 
cently at his home in Mar- 
shall, Mich. Mr. Eymer had 
owned and operated his own 
store in Marshall until his 
retirement in 1958. 


Harry F. Krupp 


Harry F. Krupp, 69, re- 
tired owner of High Street 
Hardware, Racine, Wis., died 
Sept. 7. He had owned and 
operated the store since 1913, 
retiring in 1960. 


Earl E. Brooks 


Earl! E. Brooks, 74, retired 
owner of C. W. Hopkins Sons 
& Co. hardware store, Ed- 
meston, N. Y., died Sept. 7 
at Cooperstown, N. Y. He 
had owned and operated the 
store for more than 50 years. 


Robert J. McGibney 


Robert J. McGibney, 48, 
owner of the Herkimer 
Hardware Co., Herkimer, N. 
Y., died Aug. 28. He had 
operated the store founded 
by his father 65 years ago, 
joining the firm in 1932. 


William S. Lansburg 


William S. Lansburg, west- 
ern division sales manager 
of the Cal-Dak Co., Los An- 
geles, died recently of a heart 
attack. 


Merrit? Clark 


Merritt Clark, retired vice- 
president of marketing, As- 
grow Seed Co., died recently 
at his home in Milford, 
Conn. 


Victor Hannon 


Victor Hannon, 78, manu- 
facturers’ representative for 
11 western states, died re- 
cently. He had been in the 
hardware field for 60 years. 
Mr. Hannon started with 
Shapleigh Hardware Co., St. 
Louis, in 1901. He became a 
manufacturers’ representa- 
tive in 1923. 


Franklin H. Reynolds 


Franklin H. Reynolds, 60, 
retired Maytag regional 
manager at Allentown, Pa., 
died recently. He had been 
with Maytag Co. for 25 
years, and served as regional 
manager in Maine, New 
Hampshire and Pennsyl- 
vania. 


A. R. Schlichter 


A R. Schlichter, 76, who 
founded Schlichter Hard- 
ware 36 years ago at Mar- 
lette, Mich., died recently. 
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Dates Announced For 
Wholesalers’ Shows 


American Hardware 
Supply Co., 52nd An- 
nual Stockholders’ 
Meeting & Merchandise 
Fair, Jan. 29-30, at 
company offices, Butler, 
Pa. 


Billings Hardware 
Co., Sporting Goods, 
Lawn and Garden 
Show, Feb. 18-19, at 
company offices, 510 
Broadway, Billings, 
Mont. 


Van Camp Hardware 
& Iron Co., Indianapo- 
lis. Spring and Sum- 
mer Merchandise Show, 
Jan. 23-24, at Exhibit 
Hall, Indiana Theater 
Bldg., Indianapolis. 


Dates of other wholesalers’ 
shows and conventions an- 
nounced previously are 
shewn in the Convention 
Calendar on page 164. 











Coast to Coast Sale 
to HFC is announced 
(Continued from page 189) 


Coast-to-Coast was found- 
ed in 1929 by Arthur, Mau- 
rice and the late Louis Mala- 
med, and has grown steadily 
over the years. The Central 
Organization provides the in- 
dividual stores with mer- 
chandise, as well as merchan- 
dising and management ser- 
vices, patterned after chain 
store techniques. The indi- 
vidual stores are not involved 
in this transaction. 

Household Finance Co. is 
one of the nation’s largest 
personal loan firms, with 
1147 offices in the U. S. and 
Canada. 


Earl Goodfellow Named 
National Sales Manager 


Earl Goodfellow has been 
appointed national sales man- 
ager of the Housewares Divi- 
sion, Dennis Mitchell Indus- 
tries, Philadelphia, Pa. Mr. 
Goodfellow was formerly 
sales manager for the 
Branchell Co. He also held 
sales manager positions with 
the John Oster Mfg. Co. and 
the Dormeyer Co. 


Three Prices on Each 
item, Says Pro Head 


The changing hardware 
marketing situation in some 
items is giving rise to a mul- 
tiple-price structure, accord- 
ing to P. L. Cosgrave, presi- 
dent of Pro Hardware Dis- 
tributors. 

There are now three rec- 
ognized prices on some items 
he said. One is the list price; 
another is the discount price, 
while the third is the specific 
selling price. 

The consumer recognizes 
these prices when shopping, 
he pointed out, and hence 
they tend to become the ac- 
cepted price. 

However, he emphasized, 
this situation applies to only 
about 20 hardware items that 
are commonly used as dis- 
count leaders. These are the 
items that are heavily ad- 
vertised at a discounted price 
to establish a low price 
image, although other items 
in the store may actually car- 
ry larger than normal mark- 
ups. 

Cosgrave made these ob- 
servations after a meeting 
ef the Pro Distributors 
Group in Atlantic City. This 
meeting discussed, along with 
other subjects, methods that 
hardware stores can use to 
counteract the price image 
exploited by discount stores. 


M. E. Carroll Elected 
As Clinton President 


M. E. Carroll has _ been 
elected president of Clinton 
Engines Corp., New York 
City. He replaces Donald C. 
Suhr who resigned as presi- 
dent but will continue with 
the firm as a consultant. 

Mr. Carroll had been exec- 
utive vice-president of the 
firm since last June. Prior to 
that he spent 25 years in 
marketing and sales activity 
with Minneapolis-Moline Co., 
and was vice-president of 
marketing. 


Stephenson In Hospital 


William F. Stephenson, re- 
tired 95-year-old vice-presi- 
dent of Stratton - Warren 
Hardware Ce., Memphis, 
Tenn., is in the Baptist Hos- 
pital at Memphis, following 
a second leg amputation. 

Mr. Stephenson had been 
very active in many affairs 
up until this year, and is 
hailed as one of the nation’s 
oldest living hardwaremen. 








HA Photo Angles 





A report in pictures 
of events in the trade 


The smiles are for an all-expense trip to Las Vegas, Nev., won by 
Mr. and Mrs. Ben Levin, owners of Atlast Lumber Co., Houston. 
The lucky couple won the grand prize while attending the dealer 
merchandising show at Black Hardware Co., Galveston, Texas, 
wholesaler, recently. Black Hardware salesman Wally Peters (left) 
made the award. 





+» SUAS AE Raa aphid 


Here are some ‘pupils’ expressing ap- 
preciation to their “teacher,” at a 
recent farewell dinner at Kansas City, 
Mo., for Patrick T. Gibbons, Southwest 
regional manager, Stanley Hardware 
Div., The Stanley Works. Mr. Gibbons 
(second from left) was awarded an 
appreciation plaque by (from left) 
C. Earl Stafford, Jack E. Koewn, Robert 
J. Isaacson. Other names inscribed on 
the plaque: J. E. Lindrath and R. Smith. 
Mr. Gibbons’ retirement follows almost 
49 years with Stanley, with time spent 
in both Hardware and Hand Tools Divi- 
sions. Party was sponsored by the 
Hardware Division, and many other 
gifts and mementos were presented to 


Mr. Gibbons. 


Some 160 dealers attending the recent National Hardware Show at Chicago were luncheon quests of Ace Hardware Corp., wholesaler 
of that city, at McCormick Place. Mutual ideas and plans were dis:ussed against a backdrop of Lake Michigan. 


Bi 
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ant Grip” TOGGLE BOLTS 


“Giant Grip” TOGGLE BOLTS 


3 Dependable 
The recommendation Low-priced 


Fastener 
that means 


the MOST oe Sa : — tn anchor- 


ing devices . . . Pro- 
vides a highly efficient means of 
attaching Electrical and Plumb- peutenes 
ing Fixtures, Kitchen Cabinets, “sien an 
Mirrors, Shelf Brackets, et<., to ain aa 
tile or other hollow, or thin niu 
walls. When drawn up tight, 
bolt is always under tension; 


Duncow | making it unnecessary to re- 


tighten bolt if any 


: shrinkage of ma- 
fauememe) terials occurs. 
a. > Sturdily built . . . 


»» 3 Popular Sizes... 
RECOMMENDS... sgphen tp Write for new catalog covering 


low-priced! Complete Line of Fastening Devices 











625 WEST JACKSON BLYD., CHICAGO + 55 PARK PLACE, NEW YORK 
ORIGINATORS OF THE EXPANSIVE SCREW ANCHOR 
Want more facts? Circle 240, p. 97 


from products that bear a quality name. Dun- 


Give your customers the quality they expect | GUARANTEED 1 @) ame 010 MILES! 


worto's Fastest No, 600 
can Hines “recommended” eating places proudly 


display this symbol of quality. Now you can > —=Speed- Ing 


- ' : a Pie aes It’s the only skate with wheels guar- 
display the same symbol at your point of sale. >. ei eM antecd for 500 miles! Ruggedly built, 
, : eT with one-piece back, stronger exten- 

> gion bar. Oscillating trucks mounted 
; “I on rubber cushions. Bright plated 
Duncan Hines products for the home are auto- po) ~\ finish. Extra long extension to 114%”. 





$s . shaped to the shoe for perfect balance 
matically “recommended” to your customers. 


#>> Distributed coast to coast through 
The kitchen implements, housewares and gift SSS hardware and toy jobbers. See your jobber today. 


items bearing the Duncan Hines label carry : HUSTLER CORPORATIO ailimotee” 


built-in prestige. Share the spotlight with this Want more facts? Circle 241, p. 97 


famous name by putting it to work for you! | BULL MOC ex 











HINES-PARK FOODS, INC. 


408 EAST STATE STREET | lA IE 


ITHACA, NEW YORK 


BETTER HOUSEHOLD 
HAROWARE SINCE 1872 


££. H. TATE CO. © 251 CAUSEWAY ST. © BOSTON, MASS. 
Want mere facts? Circle 239, p. 97 Want more facts? Circle 242, p. 97 
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| Production 
| sandpaper 
h discs 5 


Hook 








Hang packs of ‘‘Production’”’ 
Paper Discs on pegboard dis- 
plays. Handy tab makes it easy 
to do. Disc packs in colorful dis- 
play carton in your tool depart- 
ment help spur impulse sales. 


extra 
sales Discs sand both wood and metal; 
Universal Center Hole fits any 44” 


or larger electric drill. 5” and 6” sizes in most 
popular grits. 5 discs per pack. Ask your 3M Man. 


PRODUCTION IS A REGISTERED TRADEMARK OF 3M CO ST. PAUL, MINN 


iiwnesora Miiwine Aud anvracrurine COMPANY 


+ WHERE RESEARCH IS THE KEY TO TOMORROW 











A Vital Keynote in All Modern Building! 





~« (CHICAGO) 
SPRING 


ai 





INDUSTRIAL PUBLIC 
AND AND 


COMMERCIAL Type 1001 PRIVATE 
**Simplex"’ 
Shallow Mortise Design 


Modern architectural re- 
quirements demand the use 
of expertly designed and 
durable spring hinges. To be 
assured of quality, be sure to 
specify "Chicago." 


“Spring Hinges of Quality’ 
Vkicago Spring Hinae Co. 


1500 CARROLL AVE., CHICAGO 7 ILL. 
Want more facts? Circle 243, p. 97 











PLANET 2%" CARPET 
SAVER — Metal tread for 
heavy furniture. 


SATURN 3” FLOOR 
SAVER—Rubber tread for 
tile, wood floors. 


NEW SATELLITE 2°— 
_ For tables, stands, light 
| furniture. 


NEW METEOR 2\”"— 
DuPONT Deirin® construc- 
tion. Set, $3.95. 


sh eph erd 
supercasters 


give you faster turnover, bigger profit! 


You'll make quick “impulse” sales and extra profits 
with this sparkling line! First—it attracts customers 
with superb quality and design. 

In addition, you'll find our new Dealer's Promotion 
Kit packed with sales-getting helps—newspaper ad 
mats, store banners, etc. A new, action counter dis- 
play teases customers to demonstrate to themselves. 
Best of all, finishes, fastenings and models are kept 
to a minimum. There are no ‘“‘slow-movers '"—so your 
inventory needs are sma//—your turnover high! 


© Promotion Kit Helps You Sell. 
@ Counter Display is Self-Demonstrator. 
@ National Ads Bring Customers to You 


Ask your wholesaler now—or write for details of 
Shepherd's new profit-boosting Promotion Kit. 


Shepherd )>7 casters /NC. 


¥ 
L) 080 
P.O. BOX 672, BENTON HARBOR, MICH 
In Canada: Shepherd Casters Canada, Ltd., 23 Raiiside Road, Don Mills, Ontario 


Want more facts? Circle 244, p. 97 


THE ORIGINAL SPHERICAL CASTER 
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Classified Opportunities Section 





Help Wanted, Accounts Wanted 
Business Opportunities 
Representatives Wented, etc. 


Set solid, 50 words or less 
Each additional word 


Positions Wanted 
Fees Rate) set solid, 50 words 


Each additional word 


or Your Address 





& 
Aliow Seven Words fer Keyed Address 


CLASSIFIED ADVERTISING RATES 


BOXED DISPLAY AD RATES 
$8.00 per column inch 
5%, discount allowed for 4 or more con- 
secutive insertions of Boxed Display Ads. 
Cuts or special borders not accepted. 
Address your correspondence and repiles to 


HARDWARE AGE 


Classified Opportualties Dept. 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


NOTE: Samples of merchandise, literature, 
catalogs, etc., will not be forwarded te box 
number advertisers, unless accompanied by 
sufficient postage for remailing. 


No agency commission allowed. 


HARDWARE AGE is published every other 
Thursday. Classified forms close 3 
prior to publication date. 


Remittance must accompany order in form 
of check or money order, payable to HARD- 
—_ AGE—Classified Section, not currency 
or stomps. 








REPRESENTATIVES WANTED REPRESENTATIVES WANTED 





REPRESENTATIVES WANTED 


Proven line available for most terri- 
tories for direct-to-dealer represent- 
atives calling on hardware, lawn 
and garden and similar retailers 
and key accounts. Repeat business 
annually runs 6 times initial sale. 
Biggest commissions in industry. 
Supply territory and other details. 


Box 1102, c/o HARDWARE AGE 
Chestnut & 5éth Sts., Philadelphia 39, Pa. 





WANTED 
MANUFACTURERS REPRESENTATIVES 


Familiar with hardware/houseware jobbers, discount 
and department store selling. Large, well-established 
manufacturer of commercial hardware starting new 
line of consumer-type products. Write, stating back- 
ground and lines presently carried. 


Box 1111, c/o HARDWARE AGE 





Chestnut & 5éth Sts., Philadelphia 39, Pac. 


PAINT BRUSH SALESMEN WANTED 


Several protected territories open for men with 
established following now calling on Paint, 
Hardware Stores and Lumber Yards, etc. Give 
all particulars first letter, all inquiries held 
strictly confidential. 


MAJESTIC BRUSH MFG. CORP. 























REPRESENTATIVES WANTED 


The mest complete line of FASTENERS in all metals 
fer all industries. Excellent aggressive merchandising 
program with complete catalogs and sales aids. Only 
men who are actively calling on Hardware, Mill 
Supply, Marine and Lumber dealers considered. Write 
aivins full resume at territery souesed lines carried, 


ete. 
JEFFERSON SCREW CORP. 








691 Broadway, New York 12, N. Y. 








REPRESENTATIVES WANTED 


Magnet Protractor and Level—Wanted for 
most states calling on Hardwares, Industrial, 
Electrical Trade—tTerritories Protected. 


P. B. PROTRACTOR & LEVEL 
2606 Lindenwood Drive, Vinton, Virginia 








SALESMEN 


Various territories available with ‘‘One of America’s 
Largest Wholesalers” of rdware—heusefurnishings 
ay egy | goods, ete. Full-lines 
30.000 items. ust be experienced and have a ear. 
Draw against commission. Submit complete resume 
to ATTENTION: PERSONNEL MANAGER 


SUPPLEE-BIDDLE-STELTZ COMPANY 


FIFTH & BRISTOL STS. PHILADELPHIA 5, PA. 


with over 











210 W. 29th Street, New York 1, N. Y. 








EXPERIENCED SALESMEN 


with following among retail hardware and 
housefurnishing stores, to sell the most popular 
branded lines of dog furnishings. Can be 
handied as a side line. Liberal commission. 
Choice territories open. 


Box 1103, c/o HARDWARE AGE 
Chestnut & 5éth Sts., Philadelphia 39, Pa. 

















REPRESENTATIVE WANTED 


EXCELLENT LINE for sales representatives calling 
on the retail trade in hardware, department, variety 
and chain stores. Item has excellent repeat busi- 
ness! Good commissions. Write, giving territory and 
background. 


Midwest Plastics mnoorperates 
208 Bates Avenue St. Paul 6, Minn. 











REPRESENTATIVES WANTED 


National manufacturer of good quality, competitively 
priced paint brushes, has several protected terri- 
tories available. Top commission, all shipments pre- 
paid. Splendid opportunity fer the right men. State 
full particulars in first letter. 


Box 909, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 

















REPRESENTATIVES WANTED: Best sell- 
ing western garden item available for representa 
tion to dealers and wholesalers. Stock warehoused 
in East, high commission. Texas and South also 
open. Box 1026, c/o Harpware Ace, Chestnut & 
56th Sts., Philadelphia 39, Pa. 





SALES REPRESENTATIVES WANTED: 
Now due to increased production, we are ready 
for national distribution. We seek hard hitting 
selling forces in every state. We manufacture 
portable grip reflector lights equipped with alu 
minum and many colored shades as well as new 
styled flexible gooseneck desk lamps. We offer 
protected territories and an excellent commission 
setup. We seek well established representatives 
with following. Box 1015, c/o Harpware AGE, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 
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ESTABLISHED MANUFACTURER of plas- 
tic garden hose and sprinklers, lawn edging, floor 
matting, swim pool covers, weatherstrip, storm 
windows, freezer bags, rain guards, drop cloths 
and tarpaulins and numerous aerosol products has 
desirable areas open for aggressive, experienced 
representatives. tate. lines carried; territory 
covered. Reply in confidence to Reliance Plastic 
& Chemical Corp., Paterson 26, N. J. 





SALESMAN—Following amongst the hardware 
trade to represent leading plumbing supply job- 
ber. Line tailor-made for hardware trade. Side 
line would be considered. High commission. We 
publish catalog and price sheets. Territories cpen 

Altoona, Johnstown, Chambersburg, Pa. 

New Jersey—W. Virginia—-Western Maryland 
and Virginia. Box 1107, c/o Harpware AcE, 
Chestnut & 56th Se. Philadelphia 39, Pa. 





MANUFACTURERS’ REPRESENTATIVES 
tor complete lines of aluminum thresholds, sliding 
track, metal moulding and other building special- 
ties. Men calling on dealers in the hardware 
and/or building material fields are best qualified. 
Some items sold thru jobbers. Most areas open. 
Box 927, c/o Harpware Ace, Chestnut & ‘6th 
Sts., Philadelphia 39, Pa. 





SALES REPRESENTATIVES WANTED: 
Profitable opportunity available for aggressive sales 
representatives in many states. Must be well ac- 
quainted with volume buyers of Hardware, House- 
ware, Auto Accessory jobbers. Commission basis. 
Give in detail lines you now carry and length of 
time. We make a most complete line of floor 
and window squeegees for the car, home, stores. 
Wholesale, Factory, etc. Dorden & Co... 18750 
Fitzpatrick Ave., Detroit 28, Michigan. 





SALES REPRESENTATIVE WANTED 
FOR ESTABLISHED PAINT BRUSH MAN- 
UFACTURER; high commissions; several pro- 
tected territories open; excellent opportunity for 
salesman having contact with hardware, paint, 
lumber, chain and drug outlets. Box 1110, c/o 
ee Act, Chestnut & 56th Sts., Philadel- 
phia 39, 





MANUFACTURER’S REPRESENTATIVES 
WANTED: New hot item going strong in the 
Mid-Western states. Steel stairway built on pivot 
structure. Used in new home construction, re- 
modeling, lakeshore cabins, etc. Price cheaper than 
builders cost to erect wooden staircases. F.H.A. 
recommended. Write us for more information and 
brochures. Box 1106, c/o Harpware Ace, Chest- 
nut & 56th Sts., Philadelphia 39, Pa. 





ACCOUNTS WANTED HELP WANTED BUSINESS OPPORTUNITIES 





LEONARD PILL 
AND ASSOCIATES 


1903 W. 9th Street 
Los Angeles 6, Calif. 
Terr.: California, Arizona, Nevada 
Six Salesmen Agency 
SERVICE © DEPENDABILITY © RESULTS 








WAREHOUSE SPACE AVAILABLE 


Dispensing warehouse has space for one more 
good line. We stock and ship your merchan- 
dise to your accounts. Charge for goods ship- 
ped—not space occupied. We bring the fac- 
tory closer to its accounts. Established 30 


“AUTO PARTS WAREHOUSE 


1400-30 North Street Philadelphia 30, Pa. 





MERCHANDISING MANAGER 
for VOLUNTARY CHAIN 


Progressive, long established voluntary chain 
in East is seeking top-grade Merchandising 
Manager. Real opportunity for man capable 
of coordinating buying and merchandising 
hardware, housewares, related lines, using 
modern techniques. This job offers attrac- 
tive, long term future for right man. Loca- 
tion is suburban area, with pleasant family 
living, good schools. 


Box 915, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 

















AGGRESSIVE SALES ORGANIZATION 
seeks line of snow throwers for the metropolitan, 
New York, New Jersey territory. Excellent repu- 
tation in the trade. Box 1101, c/o Harpware 
Ace, Chestnut & 56th Sts., Philadelphia 39, Pa. 





NEW ENGLAND — HAPPY WITH YOUR 
SALES? Successful 3 man, 8 year established 
agency has time to increase sales for major es 
tablished manufacturer. Cover Hardware, House 
ware, Rack, Specialty, Paint Sundry Distribu 
tors plus Discount House, Supermarket, Party 
Plans and Chains. Box 1004, c/o Harpware 
AcE, Chestnut & 56th Sts., Philadelphia 39, Pa 





WANT INCREASED NEW YORK, NEW 
JERSEY METROPOLITAN AREA SALES? 
Will represent one or two top-quality hardware 
store lines. More than 30 years experience selling 
to wholesalers, mill supply and large hardware 
stores. Box 1010, c/o Harpware Ace, Chestnut 
& 56th Sts., Philadelphia 39, Pa. 





WELL ESTABLISHED TEAM MANUFAC. 
TURERS REPRESENTATIVES open for ad- 
ditional hardware, housewares or garden line for 
Metropolitan New York and New Jersey. Concen- 
trated persistent coverage of hardware, house- 
wares and garden wholesalers, rack jobbers, syndi- 
cate chains and _ catalog houses. Excellent 
reputation in trade. Box 1100, c/o 
Ace, Chestnut & 56th Sts., Philadelphia 39, Pa. 


HARDWARE 


BUSINESS OPPORTUNITIES 


OPPORTUNITY IN MAINE 


Hardware store for sale in growing Maine town. Busi- 
ness, (00 years of goodwill, iness bleck, and 
$47,000 inventery . .. all in one package. Wonderful 
opportunity te obtain a successful business available 
only because widow wants to be with family elsewhere. 
Gross sales $134,000. To be sold for $80,000. Wonder- 
ful business block for discount house operation. Ad- 
dress inquiries to: 


ANCHOR REAL ESTATE, R.F.D. +1, Elsworth, Maine 














HARDWARE STORE FOR SALE: Estab- 
lished 40 vears. Doing $2,600.00 a week. Complete 
inventory. Boston, Massachusetts Area. Box 
1108, c/o Harpware Ace, Chestnut & 56th Sts., 
Philadelphia 39, Pa. 





GENERAL HARDWARE STORE 
best future potential in Southern California. 
Located five miles from Riverside, new divided 
highway just ogous, fast growing area, low trent, 
70’ front. Stock can be doubled. Owner retiring. 
Approximate $20,000 investment. Must see to ap- 
preciate. Write ““Hardware Owner,” 3064 Persh- 
ing Avenue, San Bernardino, California. 


with the 


Here is the inventory sheet you helped to design 


HARDWARE, PAINT and ELECTRICAL 
BUSINESS, Centra] Illinois. Only Hardware in 
town; largest in county. Established 10 years. In- 
cludes stock and building. Inventory and building 
approximately $35,000 cash. Address inquiries to 
Box 1104, c/o Harpware Ace, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 


POSITIONS WANTED 


SALES MANAGEMENT, SALES PROMO- 
TION & ADVERTISING, MARKETING. Four- 
teen years broad experience in sales administra- 
tion, promotion, marketing consumer hard lines 
for major retailer, wholesaler manufacturer, quali- 
fies me for similar responsibilities and duties in 
your organization. Know-how in up-dating op- 
erations, cutting costs, increasing profitable sales. 
Judge for yourself. Box 926, c/o Harpware 
Ace, Chestnut & 56th Sts., Philadelphia 39, Pa. 





MERCHANDISE MANAGER-BUYER. Over 
ten years experience buying, merchandising house- 
wares, hardware, power tools, lawn, garden, me- 
chanics tools, hard lines. Know-how in reducing 
costs, increasing margins, turnover, profitable 
sales. improving merchandise lines. Substantial 
contacts. Major retail, wholesale, manufacturer 
experience. Self-starter, good coordinator. Box 
920. c/o Harpware Ace, Chestnut & 56th Sts., 
Philadelphia 39, Pa. 





EXPERIENCED SALESMAN of all types of 
Hard Goods, desires Sales Position with reputable 
Manufacturer. Have 15 Years Experience calling 
on Retail and Industrial Accounts. Have been 
steadily employ in Mid-eastern State. Will 
gladiv furnish any information desired. Box 1105, 
c/o Harpware Ace, Chestnut & 56th Sts., Phila- 
delphia 39, Pa. 





SALES PROMOTION, MANAGEMENT 
AND PUBLIC RELATIONS: Nine years cx- 
perience in the above mentioned. Experienced in 
hardware, housewares and allied lines. Can re- 
duce costs and increase profit margins. College 
graduate, family man. Desires opportunity and 
chance to be a self starter as I am. Will relocate. 
Box 1109, c/o Harpware Acer, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 


Inventory counting simplified 
with these new sheets 


We asked hardware dealers what they wanted 
in an inventory counting and record form. Their 


answers are incorporated in the new HARDWARE 


AGE Inventory Record forms. 


Thousands of dealers have used HA Inventory 
Records in the past, because they are practical 
The revised forms will make 
your inventory taking even easier. 


Inventory sheets come in two styles—white and 
Both types are ruled to permit use of 
typewriter (double-spaced) without adjusting 
machine. All sheets are punched for loose-leaf 


and easy to use. 


yellow. 


binders. 


White sheets, Form CC402, have 25 listing 
lines on each side, on good bond paper. Prices, 
postpaid, are: $1.35 per 100 sheets up to 500 


sheets. Over 500 sheets, $1.10 per 100 sheets. 
Overall size of sheets: 944 x 11% in. 


Yellow sheets, Form CC401, have 36 listing 


lines on each side on high quality yellow paper. 
Listings include: article name, unit, cost price, 
unit, cost extension, percent discount or deprecia- 
tion, amount of loss taken. Prices, postpaid, are: 


$1.75 per 100 sheets up to 500 sheets; over 500 


sheets, $1.50 per 100 sheets. Overall size of 
sheets: 10 x 151% in. 


Make your inventory taking easier this year 
by ordering a supply of these new forms now. 


Please send check with order to HARDWARE AGE, 


Chestnut & 56th Sts., Philadelphia 39. 
check payable to HA Reader Service Dept. Spec- 
ify color or Form Number. 


Make 
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ae es oe ee a oe Index to Advertisers 


“ . 

REMEMBER R2as 2 THE ADVERTISERS INDEX is published as o convenience and 
not as a part of the advertising contract. Every care is 
— LAST ne taken to index correctly. No allowance will be made for 





errors or failure to insert. 
9 > 
A DuPont de Nemours & Co., Inc., 
E. |. 
Tynex Paint Brush Div. 136-137 
Duro Metal Products Co. 


American Chain & Cable Co., 
Inc., Pennsylvania Power Mower 
Ge ae 154-155 | F 

Ackerman-Johnson Co. ae Brome Hand Tool Div. ....... . 

Aluminum Co. of America orb taatans els 
Market Makers 185 E 

American Biltrite Rubber Co. 

Boston Woven Hose Div. ... 24| Eagle Electric Mfg. Co., ‘nc. 

American Hardware Corp. Easy-Heat, Inc. 

Safe Padlock Hardware Co..... 28| Ekco Products, Inc. . 

American Steel Wool Mfg. Co... 170 Evans Products Co. 

Ames Co., O. ...... 31] Everedy Co. ... 

Anchor Wire Corp. | ¢ 


4 | Animal Trap Co. of America..... | 
Sell SMITH-GATES ——— e | Arro Expansion Bolt Co. ......... Faultiess Caster Corp. 
QS = | Arrow Fastener Co., Inc. iv, Flint & Walling Mfg. Co., Inc. 131 


2 8 ee Atlas Tack Corp. ........ POR CN Bale evb ids ececcdscs 144-145 
Electric S 3 “ ; Franklin Metal & Rubber Co. 142 
Kices B Frick-Gallagher Mfg. Co. .. 123 


ROOF BS ney | Saewatt Seton Bde; Co.. ec. Fuller Tool Co., Inc. 128 


Bassick Co. Te SG 


4 : | Berger & Sons, Inc., C. L. ....... 
DE-ICER , a, Bernz Co., Inc., Otto Gardner Wire Co. 
Rea, oy 9 | Borg-Erickson Corp. ......167, 169, 171 | Gardex, Inc. nee 
' wee ee > | Bowersox Precision Castings, Inc.. 171| Gibson Good Tools, Inc. 
KITS aa § 4 3 Bridgeport Hardware Mfg. Corp.. 184 Gilmour Mfg. Co. ........ 
i. Goodrich Industrial Products Co., 
: ‘. oS RR 
De-Icers prevent formation | Ca; Retail | @ Grabler Mfg. Co. .. 
of ice dams which cause No. Length Price i Chame Bike Germ. oo. cescccdec. = Graham & Co., John H. 
water to back up under CRK20 20 ft. $ 5.35 4 Chair Loc Co. .. | | Bevin Brothers Mfg. Co. 
roof shingles and drip into CRK40 40 fr. 8.55 | © | Champion DeArment Tool Co. ... King Cotton Cordage Div. 
the house. Kits consist of pn - “4 a Chicago Metallic Mfg. Co. ... Great Neck Saw Mfrs. Inc. 
heating cable, hardware, CRK100 | 100 fe. 18.75 a Chicago Roller Skate Co. Gries Reproducer, Inc. 
instructions. Kits available " | Chicago Spring Hinge Co. | 
individually or one of each Figure 2 ft. of cable for each © Cleveland Mills Co. .............. | H 
size in a free display box, a of pe age Radha ee ee Clover Mfg. Co. 
retail value, $59.95. > me sed ¥ “ 4 Cole-Sewell Engineering Co. .... 187 
Zs Colorite Plastics of New Jersey, 























Hanson Co., Henry L. 
Hanson Scale Co. 
Harmon Machine Co., Inc. 
a i Race PN a AE a a ‘s " BS INC. seen eeeeeeeeeees | $and's Level & Too! Div. 
EEE CN AC ROE OE OT es SE ONO RS ae Columbian Vise & Mfg. Co. ... Hindley Mfg. Co. ... 
Columbus Plastics Products, Inc... Hines Park Foods, 
Crescent Tool Co. (Duncan Hines Institute) 
Cross & Co., W. W. Howord Hardware Products, Inc. 


toatl “Se Hustler Corp. ..... 
Li N E.O-H EAT: Ree be D | Hy-Ko Products Co. 


<= me J ; Dap, inc. . Si . 165 ' 
“Yell-’n’-Sell metal merchandiser on: ‘- © | Deming Co. ........ Pivgiedo tay on OUR | 
holds 12 fast-selling lengths of Line- —— Desmond Brothers Paint Co. ..... 201| Ideal Brass Works, Inc. 
O-Heat and two thermostats. You | nar Desmond-Stephan Mfg. Co. ...... 92) International Salt Co., Inc. 
pay $39.95, sell contents for $58.90, | | i | De Walt, Inc. _Indestro Hand Tool Div. 
make $18.95! Fe a 2 be A Sub. of Black & Decker...148-149| Duro Metal Products Co. 
£ . ne alld - De Witt Products Co. sali 186 Irwin Auger Bit Co. 
Rack only 914” deep, 81,” wide, —— Du-All Mfg. Co. 200 | Ives Co., H. B. 
23” high. For counter display or 
hanging on wall or pegboard. Free 
window streamer with each rack. 





Inc. 


World’s Largest-Selling Heating Tape 








100% Nylon Mops 


ca os j OO ae ® selected, soft 2-ply 100% NYLON yarn, 
Wild bird watchers have been looking 7 perfect for teow ae os 


for this drinking-station heater to keep 
water open all winter. Ideal for poultry, , sam So ibn liga 

horses and ponies and many other “ — ’ Quality 
uses as well. Display carton con- © dust under furniture, only 1'4" clear- 3 

tains five warmers, retailing ance—yet metal parts don’t scratch. = lock-stitched 
for $6.95 each. © 42 years specialization in mops ; 
exclusively—5 year guarantee. 

ASK YOUR JOBBER OR WRITE FOR DETAILS Order from your jobber 


TH SMITH-GATES core. | A 


“Tops in Mops” 
FARMINGTON, CONN. 
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Keil Lock Co., Inc. ... 
Klein & Sons, Mathias 
Kwikset Sales & Service Co. 


L 


Larson Co., Charles O. . 
Listo Pencil Corp. 

Lufkin Rule Co. 

Lummis Mfg. Co. 


M 


Macklanburg-Duncan Co. 

Marshalitown Trowel Co. 

Masonite Corp. 

Master Lock Co. 

Melnor Industries 

Miller Co., Inc., Robert E. 

Minnesota Mining & Mfg. Co. 
147, 192, 

Minute Man Paint Co. 


Ss 


_ 168 | Safe Padlock & Hardware Co. 
190; Div. American Hardware Corp.. 


&| Samson Cordage Works ..... 
Sandvik Saw & Tool Co. 
| Div. Sandvik Steel, Inc. 


Security Hardware Mfg. Co., Inc. 


| Shepherd Casters, Inc. ...... 
| Sherman Mfg. Co., H. B. .. 


Simonds Saw & Stee! Co. ..... iF 


Smith-Gates Corp. 

| Southern Screw Co. | 

| Southern Shellac Mfg. Co. 
Southland Mower Co. 
Standard-Keil Mfg. Co. 
Stanley Tools Div. of 

_ The Stanley Works 

| Star Key & Lock Mfg. Co. 

| Sterling Faucet Co. 

Swan Rubber Co. ponoiaen 
| Swing-A-Way Mfg. Co 

| Swingline, Inc. 

Sylvania Electric Products, ‘Ine. 
| Lighting Div. 


Folding Brackets | 


NATIONALLY 
ADVERTISED 


| 


WHAT IS A SHELF, 
COUNTER, 

BENCH, TABLE... 
SUPPORTS UP TO 
250 POUNDS... 
AND HAS NO LEGS? 





Patented. 


“inner space’’ 
. office, factory. 








removable shelf 
folding brackets that add 
to home, 


ee A eee eee eee eee ee 


4 


4 
a ae — <= ae Gee 0 See Se ee eT 


Mirro Aluminum Co. 
Molly Corp. 

Moto Mower, Inc. 
Myers Bro. Co., F. E. 


Standard brackets 
capper’ shelf sizes 
rom 7” to ! 
Shelf folds down 
or can be removed 
in one easy mo- 
tion. No aucolee 
or bending. just 
pull out and drop. 


Dealers: 


Tate Co., E. H. 186, 196, 20! Stock up and , 
Taylor Chain Co., S. G. ...... 124-125 | : 
4 











Taylor Instrument Companies . 194 enjoy easy 
Taylor Lock Co. : .. 120 | sales and 


Tec Imports, Inc. ... .. 12 | big profits ! 


Tier-Rack Corp. ..... | .. 16t | 
Transistor World Cire. wy, CONTACT YOUR 
DISTRIBUTOR OR 


|Travco Plastics Co. ............. 202 
WRITE — TO: iced 


| Turnbuckles, Inc. ei ee 


2581 Sh yy Ave., pa 7 New York 
Want more facts? Circle 248, p. 97 


for fine builders. 








N Dozens of uses: removable 
folding shelf. wall seat, 
cutting beard, counter, 
table...now in use by 
airlines: in trailers, 
boats; on feod service 
perry ete., ete. 


National Housewares Mfrs. Assoc. 
National Metal Products Co. 
National Screw & Mfg. Co. 
Nicholson File Co. acs 
North & Judd Mfg. Co. | 
Northland Bag Corp. | y 











_ 


Vim Laboratories, Inc. 
Minute Man Paint Co. 

ViSirecord, Inc. 

| Vichek Tool Co. 


P & C Tool Co. Volkswagen of America, Inc. 


Pennsylvania Power Mewer Div. 

American Chain & Cable Co., | 

Inc. ... ” | ” 
Pennsylvania few Corn. 
ey rsa 
Portable Electric Tools, Inc. 

152, 158, 171 

Puritan Cordage Mills, Inc. 








Warren Tool Corp. 

Water Master Co. 

| Wickwire Brot‘ers, Inc. 

| Wiegand Co., Edwin L. 
Withold Glues, Inc. 
Woodhill Chemical Co. 

Wrap-On Co. 

Wright-Bernet, Inc. 
Wrought Washer Mfg. Co. 


We also handle the Former 
Chesier Line . . . Complete! 


Remember Zilz Is The House For 
RIM & MORTISE CYLINDERS 
SEVERAL KEYWAYS ALSO LOCKS 


ANY CYLINDERS TO 
YOUR SPECIFICATIONS 


Y PHONE ANdrew 5-4600 
x Write For Our Catalog 
Yale & Towne Mfg. Co. Ss Service Prompt Deliveries 


Radio Steel & Mfg. Co. / 187 Lock & Hardware Div. 
—-. Lilb HARDWARE 


Red Devil Tools ..... 126-127; Yeck Mfg. Co. 
CORP. 
NESCONSET, LONG 


Reichert Float & Mfg. Co | 
Republic Steel Corp. ........ Z 

| ISLAND ° NEW YORK 
Want more facts? Circle 249, p. 97 


Quick Mfg. Co., Inc... . 108-109, 110-111 


Reynolds Metals Co. 
Ridge Tool Co. 





Do You Know 


. that Deft aerosol is the fastest 
and easiest way to clear-finish 
small wood objects, carved de- 
tails and areas difficult to 
brush? 


. that Deft aerosol speeds finish- 
ing over stain? 


. that Deft seals and brightens 
dull porous brick, stone, siate 

makes cleaning easy? 
Write for these and many other 
Deft plus uses. Deft, P. O. Box 
2216, Torrance, Calif. 





GALVANIZED 
COPPER 
BRASS 
BLACK 


BETTER HOUSEHOLD 
HARDWARE SINCE 1872 


E. H. TATE CO. © 251 CAUSEWAY ST. © BOSTON, MASS. 
Want more facts? Circle 255, p. 97 
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4 Here Are the Most Wanted 


Spool Wires 


A complete assortment ina gs 
designed self-selling counter 2 
play. Contains most any ww om 
wire your customers could vo as 
galvanized annealed, og a 
nealed, soft copper, soft “1 “3 
Each colorful spool ate Wi 
and weignt. 
gor ieee YOUR WHOLESALER 


4 


psssssssssbbragee estima, 





TRAVC 
PLASTICS CO. 


<b = / ? 


apasaaTltesissaslsésl@ Ny 


(/ 


~ 
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Want more facts? Circle 251, p. 97 


183-16 JAMAICA AVE 


JAMAICA 23, NEW YORK 





the home of 


REPLACE-A-PART 
products f 


TRAVCO offers SUC- 
CESSFUL IMPULSE 
SELLERS — Staple 
ar-Eeeh. e-16-mer- Lalo mmalelehs- 
wares attractively 
bubble packed for 
the Housewife and 


dale Olem bem dcltia thie. 


al RUG SAVERS 


| (Part of the most com- 
plete floor protector 
line) 


Ask your distributor 
about TRAVCO’s profit — 
profit -profit — profit line, 


or write for free catalog. 





MARSHALLTOWN TROWEL COMPANY - 


MARSHALLTOWN, IOWA 
Want more facts? Circle 253, p. 97 








EASY-PEEL TAB featured on HY-KO 


ers/Letters 


Self-sales are easy on these 
Futura Numbers and Let- 
ters. The new easy-peel tab 
at top give them instant 
impulse appeal. Rich mid- 
night black ink on satin 
aluminum. They adhere to 
aluminum, brick, wood. 
Simply peel tab at top 
to rear and apply — no 

nails, screws or fasteners 

needed. Will not rust: 

easily damp-cloth cleaned. 
-» Furnished with FREE wire 
§ Display Rack. 


Self-Adhesive Numb 





Have More Features for Easier 
Sales 
Take Least Counter Space 

; See Your Jobber or 
Self-Selling Packaging Write vw Literature 


Order now from 
your jobber— 


Sterl insist on Hy-Ko! 
CHAS. O. LARSON CO. jitinois 














DOMES OF SILENCE 
RUBBER CUSHION GLIDES 





RUBBER CUSHION GLIDES 
Wonderful for all wood 
and metal furniture. 
Glide softly, silently, 
smoothly. Set of 4 on 
3, 3-color ecard. 68 


» %”, 1”, 1 ie. 1%”, 1%". 
PROMPT SHIPMENT 
Ask your jobber, if he is not supplied, 
ROBERT E. MILLER & CO., INC.., 
35 Pearl St.. New York 4. N. Y. 
Want more facts? Circle 256, p. 97 


Rubber Expander 


Tubular Glide 
Upholstery Nail 








Bakelite Furniture Rest 
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Bakelite Caster Cup 





Adjustable Rubber 


Adjustable Tubular 
Cushion Glide 


Spring Type 
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National’s your better buy 
for uniform high quality of product 


Painstaking attention to quality is one 
reason why the National line grows in 
popularity and builds constantly increas- 
ing repeat business. In the manufacturing 
control of all kinds of fasteners, our goal 
is the kind of trouble-free quality that 
your customers can depend upon. 


Backing up this basic value, National 
Screw also provides you with: 


The most complete line of quality fas- 
teners on the market today. 


One-source buying to reduce your han- 
dling and ordering costs. 


Outstanding packaging that fits the qual- 
ity of the product inside and lets the 
customer know: “You can depend on 
these fasteners.” 


These are some of the very good reasons 
why so many of our customers standardize 
on the National fastener line, and why they 
all agree: “National’s Your Better Buy.” 


Ask Your Distributor... He Knows 


THE NATIONAL SCREW & MFG. COMPANY «+ CLEVELAND 4, OHIO 


CALIFORNIA DIVISION, THE NATIONAL SCREW & MFG. CO. 


e 3423 SOUTH GARFIELD AVE., LOS ANGELES 22, CAL. 














National 


CHESTER 
HOISTS 


HODELL 
CHAINS 








